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the NEW portfolio of Fall and Christmas stationery 


For copy-building interest, plan on using Arthur 
Thompson Fall and Christmas Letterheads now 
on display at printers, lettershops or your near- 
est Arthur Thompson & Co. distributor. 


Once you inspect these 40 beautiful and striking 
letterheads with their matching envelopes you 
will quickly realize that they are perfect for your 
seasonal and holiday promotions. A simple one- 
color run prints your message on these full-color 
letterheads. You will also be interested in the 
smart selection of full-color Christmas Cards for 


business or personal use. 


If you would like a complimentary copy of the 
new Arthur Thompson Fall and Christmas Port- 
folio showing the complete line of stationery, 
just ask your nearest Arthur Thompson & Co. 


distributor. 


ARTHUR THOMPSON & COMPANY 
109 MARKET PLACE + BALTIMORE 2, MD 


NATIONALLY DISTRIBUTED 
ARTHUR THOMPSON & CO. 


Stationery and Portfolios are available 


in many leading cities. Phone or write 


the distributor nearest you. 


Akron, Ohio 
Augusta, Maine 
Baltimore, Md 


Birmingham, Ala 
Boston, Mass 
Charlotte, N.C 
Chatanooga, Tenn 
Chicago, II! 
Cleveland, Ohio 
Columbia, S. C 
Concord, N. H 
Dallas, Texas 
East Hartford, Conn 
Fort Wayne, Ina. 
Fort Worth, Texas 
Havana, Cuba 
Houston, Texas 
Jackson, Miss. 
Jamestown, N.Y 
Kansas City, Mo 
Knoxville, Tenn 
Little Rock, Ark 
Louisville, Ky 
Macon, Ga 
Memphis, Tenn 
Miami, Fla. 
Mobile, Ala. 
Montreal, P. Q 
Nashville, Tenn 
New Haven, Conn. 
New Orleans, La 
New York, N. Y. 


Norfolk, Va. 
Omaha, Neb 
Orlando, Fla. 
Philadelphia, Pa. 
Pittsburgh, Pa 
Providence, R. | 
Raleigh, N.C 
Reading, Pa 
Richmond, Va. 
St. Louis, Mo. 


San Francisco, Calif. 


Savannah, Ga 
Springfield, Mass 
Tallahassee, Fla 
Tampa, Fla. 
Toledo, Ohio 
Toronto, Ont 
Vancouver B. C 
Washington, D. C. 
Woodstock, Vt 
Worcester, Mass. 


Milleraft Paper ( 
Clampitt Paper 

Aurelio Garcia Dulzaides 
Clampitt Paper Co 
Townsend Paper ( 
Milleraft Paper Ce 
Strahm Letter (¢ 
Graham Paper Co 
Arkansas Paper Co 
Graham Paper Co 

Macon Paper Co 

Graham Paper Co 
Everglade Paper Co 
Partin Paper Co 

T. B. Little Papers Div 
Clements Paper Co 

John Carter & Co 

E. C. Palmer & Co 
Wholesale Art Blank Div 
(Long Island City 1, N.Y.) 
Epes-Fitzgerald Paper Co 
Acme Mail Advertising Co 
Central Paper Co 

J. L. N. Smythe Co 

U. 8. Printing Supply Co 
John Carter & Co 
Epes-Fitzgerald Paper Co 
J. L. N. Smythe Co 
Epes-Fitzgerald Paper Co 
Tobey Fine Papers 

Banco Corp., Ltd 
Atlantic Paper C« 

John Carter & Co 
Capital Paper Co 

Tampa Paper (« 
Milleraft Paper C« 
Whyte-Hooke Paper 
Columbia Paper Co., Ltd 
Barton, Duer & Koch Paper Co 
John Carter & Co 

A. B. Dick Products Co 





aneaad 
Increased postage rates, stiff r postal 


regulat an 1 multitude of other problems are pressing 


mail promotion om many side:* abet chills Meaals aatetiictate i= of these 


problems requ ; action now. It requires speaking. up 
support of the medium that helps support ye € »s doing a bette 
| job, keeping quality and efficiency up ar ful production costs down 
requires greater internal planning for eff: val’ relaleMmaslel ane ai claalel ae elaiha 
a-wide programs for direct mail’s protectio vement. If you would like 
Poktaieli cts ME laliclaaalehileli how you can best meet these requirements, write to Circulation 
Tals 226 West 56th Street, New Yorl ) Here, the responsibilities of 
direct mail improvement and protection are both being squarely met. For 20 years, C.A 
Alok Molt tale ol lil mclaMe cM tel ile Mi icl*lslecohilcls Mela ilalellals Mist Mastek tm hill al dale lale Ma delalelaslt dei maal tis, 
7 
ods for 20 diversified direct mail production ser ;. New ideas, new methods and 
new systems are strengthening this foundation today while more active par 
Litas olohilelamismaslelsh aiaele) oloieehih some. ustry-wide programs are eiale mae otect 
and re.nforce your direct mail foundation of the future. So why not 


let C cSalcleMaslela-MllslsimelaMaleh me acl aol Mast tt Mil Maclelitlalet-me li 


keeping your direct. mail days bright. Take out your 





e Letters 


& TO THE EDITOR 


THE DISGRACE OF THE PRESS 


Lately we have been getting i sharply 
increased percentage of business reply 
cards returned to us blank. Perhaps others 
ure having the same experien: \ few 
weeks ago there was a letter to the editor 

| i 


in one of the local newspapers vIsin 


people to post reply cards unanswe red. This 
ill seems part of a recent campaign against 
direct mail with much innuendo against 
junk mail.” Certainly this is a_ viciou 
umpaign and can only result in harm, n 
only to the individual mailer, but in 
ous harm to the entire economy. It wor 
seem worthwhile if your organization could 
demonstrate the value of direct mail to 
bu.iness and prosperity ind = develop 
favorable public attitude 


Bernard Borisoj, Halber Corp 


Ed. Note: We have also seen on increase in 
blank business reply cards, I'm sorry to say 
Perhaps all of us should write the newspapers 
who persist in printing scored, unfairly com 
petitive and misinformed editorials about direct 
mail: “You are destroying the integrity of the 
great Fourth Estate by running down a sister 
medium of advertising. You ore not telling the 
truth. Your own advertisers and most businesses 
including your own advertising and/or circu 
lation deportments) actually use direct mail 
They know iis power and its proper use. They 
con see through your ungentlemanly tactics and 
could very well begin to question your ability 
to report any of the news in an honest straight 
forward manner. We reed newspapers in this 
community, so for Pete’s sake, get smart. Sell 
your fine medium by telling what it can do for 
retailers and others. We in advertising have an 
obligation to help businesses increase the effec 
tiveness of all of their advertising. More health 
ier businesses means more sound revenue for 
all mediums 

Then every letter written should have a car 
bon copy sent to Roy Howard, Scripps-Howard 
Newspapers, 230 Park Avenue, New York 
N.Y., (chief exponent of the down-with-direct 
mail camp) to your Postmaster, to your con 
gressman, to a representative list of the news 
poper advertisers, and of course, to us. We 
think it’s about time to call a screeching halt 
to the unfortunate use of sacred editorial col 
mmns for vicious propaganda. If this doesn’t 
do something .we may hove to put “Plan N 
nto operation 


AND IN REBUTTAL 

Ac “spirited-but-friendly-hassle start 

” | was naturally very interested in Mr 
Rarclay’s reioinder to my comments in The 
Reporter. (Ed. May, 1960. P. 23) T agree 
with almost evervthing Mr. Barclay said 
that results are the first consideration 
Actually, however, the point is (1) not so 
nuch whether a piece pulled well is 
whether it might not possibly have done 
better handled differently and (2) whether 
it represents a totally new departure, but 
whether it adds enough to what has gone 
before to generate fresh impact. Nothing he 
said disputes mv basic contention that the 
copy ought to dramatize the offer, not just 
hammer it home Apparently Mr rar 
clay and [ are farther apart on details than 
in substance. I share his healthy respect for 
what has been done successfully in the past 

but I’m sure he will also agree that the 
past is for bui/ding on, not confinement to 
Vort Wiener. Creative Director 
VUcVicker & Figgenbothem, N. Y. 
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WRITE ON YOUR LETTERHEAD FOR COMPLETE PRICE 
SCHEDULE AND SAMPLE FOLIO TO MEL BERLIN S/P/M 





SIGHTED 
MAILER 


A certain jolly mailer was having 
lots of fun all summer long, counting 
his spring profits, and not a bit 
concerned about the fall and 
winter months ahead. ‘There's 
money in the till," he said, ‘so who 
wants to work hard during these 
hot months? I'll rest on my laurels, 
and wait until it cools off a bit."’ So 
he took his time about things and, 
sure enough, time did him in. R. L. P. 


Then there was this farsighted 
mailer who said to himself, ‘Sure 

| want to enjoy myself golfing, 
boating and fishing this summer, 

but | still have to look ahead and 
figure out some way to pay for my 
fun."" So what did he do? He 

started promoting R-L Lists right 
now, laying the foundation for 
big profits during the fall and winter 


How about you? Are you planning 
ahead? You'll be surprised at the 
variety and coverage of the NEW 
R-L MAILING LISTS. There's plenty 
of action in them and you, too, can 
start booking solid business for the 
fall, right now! We'll be glad to 
send you complete details . . . just 
drop us a line or give us a call. 
No obligation, naturally. 


DIRECTED MAING LISTS for 


=ye DIRECT MAIL 


ADVERTISERS 
RAYMOND-LOEW 
ASSOCIATES, Inc. 


52 BROADWAY - 
NEW YORK 4, NEW YORK 


WH 4-4487 


We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 


Direct Mail Advertising, 224 - 


ne . 


A HUMOROUS MAILING aimed at 
college fraternities is ood example of 
how to make your mail entertaining 
Taylor Press 


Austin § 


This simple mailer from 
Inc 308 West 25th Street 
lexas, (publishers of yearbooks and other 
college-oriented books and pamphlets) 
came in a £10 envelope with a picture 
of an undergrad and a coed smooching 
in the campus courtyard. Little cartoon 
figure is pictured saying. “Stop That! There 
are more important things to do!” Inside 
copy reveals our cartooned friend having 
a hard time trying to find something 
better. Clever crisp copy gets Taylor mes 
sage across in a friendly soft-sell manner. 


eee 
PHE BEFORE-AFTER TECHNIQUE 
Rothchild 
Printing Company, 52 East 19th Street 
New York 3, N.Y In a folder headed 
A 3-Pointed Demonstration,” they de 


is being used effectively by 


monstrated the quality of their work by 
showing two separate cardboard carriers 
for door bumpers. One, poorly repro- 
duced and conceived ts “before The 
second, more colorful and informational, 
shows what Rothchild would have done 
\ business reply card ts enclosed loose 

— 

eee 

A HANDSOME CATALOG has re 

cently been issued by Beaver Lumber 
Company Ltd., Manitoba Division Office, 
Winnipeg, Canada. This 72 page 10 
x &” booklet features Beaver Lumber 
package plans for home building and 
home improvement, complete with prices 
and budget terms. Included are ads for 
many home improvement and accessory 
firms. Color is featured on every page, 
with many in four colors. Design and 
layout excellent. Perhaps they'll send you 
a copy if you write ‘ 

— 

eee 

A SIMPLE THERMOMETER makes 

an effective mailing piece. The Stegeman 
Specialty Manufacturing Company, P.O.B 
63, Newport Kentucky manufactures a 
very handy and inexpensive desk ther- 
mometer which can be easily mailed in 
a #10 envelope. The thermometer comes 


flat with scored fold marks, tabs and slots 


7th St., Garden City, N. Y. 
i adh 


ind is folded into a small 3!0” high 
pyramid. Attached is a coiled metal band 
with a plastic pointer at the end. Princi- 
ple is a simple one. When it gets warmer 


the metal expands, the coil unwinds and 





the pointer moves toward the hot reg 
ister. As cold sets in, the metal contracts 
and the pointer moves toward the cold 
numbers. Clever idea and one sure to 
get a lot of attention from the recipient 
Incidentally, the thermometer seems to 
be accurate within 3 or 4 degrees mak 


ing it functional as well as eye-catching 

— 

eee 
A PRINTER’S SELF-PROMOTION 
that caught our eye came from Schneider 
Press Inc., 615 West 131st St.. New York 
27, N.Y. A 13” high by 5” wide gate 
folded broadside itemized Schneider's 
facilities in detail. Opening fold had cap 
tion: “Welcome as we show you an 
array of facilities available to serve you. 
Facing was a photo of the camera de 
partment with caption fully explaining 
what they had and what they could han 
dle. Format followed throughout the mail 
er describing dot etching, crayon depart 
ment, stripping, offset plate making, off 
letterpress, 


set presswork composing 
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CLASSIC 





ELEGANCE 
ATTAINS A NEW PINNACLE 








The classic laid antique finish of Rising’s Line Marque 
now is available in white and a selection 
of five soft pastel colors in a smart, contemporary 
interpretation of “Fine Paper at its Best.” 
\ Line Marque pastel affords an ideal medium for 
communicating a creative awareness 
nurtured within the confines of impeccable classic taste 


RISING 
LINE MARQUE 


25% COTTON FIBER 

















COLOR ADDS DISTINCTION 
TO THE PAPER WITH THE 
“HAND-MADE” QUALITY 





Meticulous modern papermaking techniques assure the highest 
degree of color evenness, cleanliness and sheet uniformity in 
Rising’s Line Marque. This outstanding paper, with its unique 
laid antique finish, costs no more than ordinary 25% Cotton 
Fiber Bond papers. It is suited ideally to blind embossing, and 
offset, letterpress, steel engraving, copper plate, gravure, thermo 


graphic and photogelatin reproduction processes. 





RISING 





LINE MARQUE 





25% COTTON FIBER CONTENT 





Sheet Stock — In Antique Ivory, Aqua Blue, Petal Pink, 
Colonial Green, Dove Gray and White. 





Substance 20 Substance 24 
500 1000 500 1000 
Sheets Sheets Sheets Sheets 
20 au 24 4 
10 80 8 96 


Second Dimension Denotes Grain Direction 
Laid surface. Watermarked. Wrapped 500 sheets to a package 
Available in full size sheets as well as letterhead sizes, boxed or 
ream sealed. Matching Envelopes, in all 5 colors and White, are 


available in the above Substances from Old Colony Envelope Co 





NEW! RIS > LIt IARO LIF | REAM BOXE 


a 


~ 


900-sheet Ream Boxes of Ris 
ing Line Marque (8% x 11) 
introduce new user conven 
ience. Available in White and 
all colors, Sub. 20 and 24 
7s a Also supplied in Junior Car 


tons of ten Reams each. 





W rite for samples and the name of the Rising merchant nearest you 


RISING PAPER COMPANY, HOUSATONIC, MASS 








rooms, stereotype section, and newspaper 
presses. A very fine and complete job ol 
describing capabilities to prospects. You 
might write for a copy. 


IT WILL BE NO SURPRISE TO YOU 
that one of the best newsletters in the 
rails is Paul Bringe’s “Briefs From 
Bringe.” It's informational and entertain- 
ing, covering a wide range of subject 
matter. Items are practical, too, with very 
little “head in the clouds” generalizing 
Comment from the latest edition: “There 
was a time long long ago when language 
was nothing but nouns and verbs—and 
men understood each other. Something 
to remember when you are too generous 
with adjectives that overburden a simple 
statement.” If you write Paul at 225 E 
Michigan St Wisconsin, 


he'll probably send you a sample It's 


, 


Milwaukee 


worth reading 


SELLING TO THE PETROLEUM 
INDUSTRY is the title of a new list 
directory just published by The Oil and 
Gas Journal. The 14-page booklet out- 
lines lists to the drilling, production, pipe 
line, refining and field processing branches 
of the petroleum industry. In addition, 
five pages are devoted to helpful infor- 
mation for direct mail advertisers, cov- 
ering such subjects as postage, cost esti- 
mating, figuring exact costs of direct 
mail, commissions and discounts, letter- 
shop charges and effective ways to use 
direct mail. Oil and Gas Journal lists 
are furnished on a rental basis and majn- 
tained constantly by the publisher, In- 
dustry Census Department. For your 
copy. write to Direct-By-Mail Division, 
The Oil and Gas Journal, P. O. Box 
1260, Tulsa, Okla 


A NEW “Directory of 
Marketing and Public Relations Educa 


Advertising, 


tion in the United States” has been pub 
lished by the. Advertising Federation of 
America, 250 W. 57th St., New York 19, 
N. Y 
Elon G. Borton, former 


It was edited and compiled by 
AFA president 
and general manager. Contains the most 
complete listing ever compiled of courses 
offered in advertising and its related 
fields, according to the federation 


A REFERENCE GUIDE to the U.S 
Negro consumer market has been pub 
lished by World Mutual Exchange, Inter 
national Public Relations and News Fea- 
tures Agency, 79 Wall St., New York §, 
N. Y. The price is $2 per copy but addi 


JULY, 1960 


tional copies can be purchased at S0¢ 
each by the original purchaser. The guide 
lists 76 descriptive references compiled 
from books, periodicals, current news- 
paper and magazine articles and sources 
provided by various associations and 
publishers. The research and editorial 
compilation was directed by Frank B. 
Sawyer, past executive secretary of the 
United Staff Association of the Public 
York. The annual 
Negro consumer market has been esti- 
mated at $20 billion. 


eee 
FHE MAIL ADVERTISING Service 


Assn. Intl. has issued a new roster of its 


Libraries of New 


membership. Shows the firm name and 
address of the more than 1,000 direct 
mail shops, list houses, counselors and 
other professional creators and producers 
of direct mail advertising in the United 
States, Canada and 14 other countries 
Also contains key to all member services, 
plus telephone numbers. A free copy can 
be obtained by writing to Max Lloyd, 
MASA Intl., 18120 James Couzens High- 
way, Detroit 35, Mich. 


— 
eed 
THE FORTUNE BOOKLET, “How 
to Build a Mailing List,” was well re- 
ceived several seasons back. Now, up- 
dated and expanded, it’s being offered 
again. As a detailed introduction to the 
most basic requisite of direct mail, “How 
to Build a Mailing List” covers a lot of 
ground. Anyone wishing a copy for free 
should write to Don Horton, Fortune 
Magazine, Time & Life Bldg.. Rocke- 
feller Center, New York 20, N. Y 
_— 
eed 
4 NOTICE FOR HOUSE MAGA- 
ZINE editors: If you need general in- 
terest stories for your house magazine, 
be sure you are on the list for Precis. 
It is a 20-page, 82x11 inch catalog 
published bi-monthly by North Ameri- 
can Precis Syndicate, Inc., 220 W. 42nd 
St.. New York 36, N. Y. It is sent free 
of charge to editors and advertising 
people. Each issue describes short, illus- 
trated stories of general interest which 
are available also free of charge 
It's worth knowing about 
—_ 
eee 
HURRAH for the Greeting Card 
Assn., 30 Rockefeller Plaza, New York 
20, N. Y. According to the March 1960 
issue of The Gift and Art Buyer maga- 
zine, the association has declared war 
on objectionable greeting cards. Through 
its executive director, S. Q. Shannon 
the association will work with Post Office 
Inspectors and any other government 
agencies to rid their industry of the 
fringe Operators, who in recent years have 


OCCUPANT 
239 N. 4th St 
Columbus 15, Ohio 


INSIDE | 2 
OCCUPANT MAIL 


QUESTION: WHAT CAN OCCUPANT 
MAIL ADVERTISING DO FOR MY 
CHAIN OF FOOD STORES? 


ANSWER: Occupant Mail Advertising 
CAN do a whale of a job for your stores. 
Here’s Why: 

1. Occupant Mail reaches the people who 
are your potential customers by saturat- 
ing your trading areas. Because Occupant 
Mail is confined to your trading area, 
your entire investment is concentrated 
on people who logically should and could 
be your customers. Determine your trad- 
ing area and advertise into it for the 
most effective results. 


2. Occupant Mail puts your message in 
the homemakers hands where it has an 
infinitely greater chance of being read, 
its message grasped, and the reader in- 
cited to action. Direct Mail Advertising 
has the greatest impact of any media. 


3. Occupant Mail tells the homemaker 
about things which interest her: Sales, 
Special Offers, Price Reductions. It brings 
her money-saving coupons, which she 
saves and uses in your store. 


The most important thing to keep in 
mind is the importance of your trading 
areas. Experience has proven that every 
store has a natural trading area outside 
of which no store can profitably expect 
to draw customers. Profits are made when 
your advertising dollar is used to reach 
your natural customers. This is the thing 
that Occupant Mail Advertising does bet- 
ter than any other media. Dollars spent 
reaching people who would not logically 
buy at your store are wasted. 


lrading areas are not the same for all 
businesses. Stores may be located in the 
same block or even side by side, yet the 
jewelry store, the next-door supermarket, 
the garden store down the street each 
have trading areas with characteristics 
peculiar to their type of business and 
location. A well planned advertising pro- 
motion, which considers the trading areas, 
can prove to be one of the most profit- 
able investments you'll ever make. 


The thrill of advertising is that no one 
person ever really knows what the con- 
sumer’s reaction will be. No matter how 
you slice it, no matter what advertising 
media you use, there will always be three 
sides to consider: 

The Media's side. What it CAN do. 
The Advertiser's: What he HOPES to do 
The consumer's: What is DONE. 


Write for Will Storing’s authoritative 
book “How to Think About Occupant 
Mail Advertising”. It contains many cap- 
sule case histories and invaluable tips on 
the planning and uses of Occupant Ad- 
dressed Advertising. Send me your ques- 
tions. I'll send you a book, free. 


Les Cullman, President. 


Occup MAILING LISTS OF AMERICA 


239 N. Fourth St., Columbus 15, Ohio 





STOP 
BUYING 
NVELOPES 


tial! 
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Whether you sign purchase or- 
ders or business letters, you've got 
a big stake in the envelopes your 
company uses. 


Why is envelope buying so im- 
portant? Because getting the right 
envelope can make a big dollar- 
difference in the operation of a 
business. 


The right envelope is right in qual- 
ity, design, construction and tai- 
lored to its job. It performs without 
waste! No stuck flaps or windows 
Trouble-free inserting. Jam-free me 
tering. Speedier mail room han- 
dling right down the line 


How to select the right envelopes? 
Get in touch with your Tension rep- 
resentative. He's a specialist, with 
the accumulated know-how of thou- 
sands of envelope problems eco- 
nomically solved. His time costs 
you nothing. His advice can pay 
you well 


Want new envelope ideas? Send for 
FREE Idea Kit. 


TENSION ENVELOPE CORP. 
Campbell at 19th Street 
Kansas City 8, Missouri 


Kansas City e Ft. Worth e Des Moines 
Minneapolis e« St. Louis e So. Hackensack 


362 


Tension Envelope Corp. ZenS!Oy 


Campbell at 19th St. 


é + 
Kansas City 8, Mo. NVveELoPt 


® 


Please send me Envelope idea Kit No. 4 
Name 

Company 

Address 


City 


stepped up the manufacture and supply 
of obscene, nasty and sacrilegious so- 
called greeting cards. We made a quick 
checkup and the campaign is already 
working. The proprietors interviewed are 
refusing to stock the offerings of any 
manufacturer who includes items which 
violate morals or good taste. That's the 


way to get rid of scum 
— 


ede 


A. A. ARCHBOLD, Publisher of 419 
S. Main St., Burbank, Calif. has joined 
the voluntary band of crusaders who are 
trying to help local newspaper editors get 
the truth or the right slant about the 
misnamed Post Office “deficit.” AAA 
wrote a fine letter to the Los Angeles 
Times and it was printed even though 
the listing of non-postal serwices required 
large space. The Los Angeles Examiner 
along about the same time ran an excel- 
lent two-column editorial exposing the 
“deficit.” After 
explaining the non-postal services, such 


phoniness of the label 


as selling duck stamps and registering 
aliens, the editorial concludes, “We sug 
gest Mr. Summerfield ought to stop pro- 
claiming (and complaining) how much 
his department has lost and concentrate 
on getting the mail delivered as speedily 
and economically as possible.” All direct 
mail people should applaud those news- 
papers who approach the Post Office 
problem in a broadminded manner 
—e 
eéea 
GET YOUR NAME on the mailing 
list of your local Better Business Bureau 
if you are not already on the list. 
You may have to contribute a small 
amount in order to become a member 
and be entitled to the bulletin. But you 
should be a member anyway. The 
Reporter office receives the bulletins of 
practically every large BBB in the coun- 
try. They make interesting but sometimes 
frightening reading. Its comforting to 
know we have a bunch of devoted people 
such as the local BBB employees who 
are constantly trying to protect the public 
from frauds in advertising and personal 
selling. Get on the list and see what 
your local BBB is doing. Report suspi- 
cious cases to them. That’s one way you 
can help keep the mails clean 
— 
eee 
THE HERCULES MIXER, employee 
house magazine of Hercules Powder Co., 
610 Delaware Trust Bldg., Wilmington 
99, Del., carried an interesting insert in 
its March 1960 issue. Although obvi- 
ously published for empioyees, the Mixer 
goes to a larger list and does a won- 
derful job of corporate image building 
Ihe insert in question was a complete 
description of the Hercules “Matching 


Grants” program, whereby the company 
will match equally any gift which an 
employee makes to an accredited college 
or university up to a maximum of $1,000 
for any employee in any calendar year 
Insert also carried the forms necessary 
for notifying the college of the match- 
ing gift program and the form necessary 
for the college to use in acknowledging 
the employee's gift and in applying for 
the matching payment. A good job 
— 


eed 
MORE CAUTION NEEDED: If you 
plan to use a giant post card, better de- 
termine whether it will carry satisfactor- 
ily through the mail. One of our good 
West, another 
medium of advertising, used a 14” x 11” 


friends out promoting 
mailing card. It was printed on rather 
flimsy coated paper stock (not Bristol) 
The creator of this piece would have a 
red face if he could see how our copy 
looked when it was received, after being 
folded and tied in carrier's packs. Can't 
blame the Post Office for it was 


just too hard to handle 
7 
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AN EXCELLENT INDUSTRIAI 
die-cut piece comes from Bell & Howell 
Phillipsburg Co., U. S. Route 22, peo 
lipsburg, N. J. The front of the 84xI* 
inch folder is printed and die-cut to 
represent the collar, tie and shirt of a 
well-dressed man. The title: “Higher 
Salaried White Collars Don’t Like Mail- 
Room Duty!” In successive openings to 
a full 
story and pictures of the inserting ma- 


17x22 inch sheet, you get the 


chine which removes the drudgery of 


miuiling Operations 


eee 

YOU'LL GET A GOOD LAUGH if 
you can obtain a copy of Doc’s Apothe 
cary, an eight-page newspaper style 
catalog issued by Doc’s Apothecary, 417 
S. Pruitt St., 
catalog, put 
Poutra, is a riot. She is behind all these 


Baytown, Texas This 


together by Mrs. Jerry 


crazy labels which you sometimes see 
on liquor bottles and also on automobile 
bumpers, plus all sorts of party gadgets 
We obtained our copy through The 
Sander Wood Engraving Co., Inc., 542 
S. Dearborn St., Chicago 5, Ill. This 
Chicago organization made all the wood 
cuts for Mrs. Poutra and they used a 
recent issue of Doc’s Apothecary in a 
mailing to describe the kind of work 


they do. Suggest you write for a copy 
_ 


eee 

IN THESE DAYS of phony sales, 
bait offers, and cutrate deals it’s refresh- 
ing to find a company which has courage 
to be negatively honest. Our salute for 
honesty goes to the Cory Corporation, 
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HATS OFF 
TO THIS” 
IDEA... 


Look ahead A quick look at your U. S. E. Envelope Selector Chart® will show you 
for an at least fifty interesting ways to make your next mailing piece more 
productive. Select a standard U. S. E. Envelope and design your piece 


Envelope to fit inside. Ask your envelope supplier for samples and prices... no 


. rouble at all! 
that fits 
the piece 


*Free—write Advertising and Sales Promotion Department— 


United States Envelope Company 


General Offices © Springfield 2, Massachusetts SE 


Plan your advertising with U.S.E. Envelopes. There is a style to suit in a size to fit. pevsscitthed 





Before you 
make your 


next mailing 
. . » CHOOSE 
FROM THE 


“BILLION 


MAIL ORDER BUYERS 
INQUIRERS and PROSPECTS 


For an immense fund of data and 
MOSELY custom-prepared LIST 
RECOMMENDATIONS, simply 
send us in confidence a detailed 
letter about your list problems 
along with sample mailing pieces. 
ads, ete. NO COST OR OBLIGA- 
TION. Write: 


MAIL ORDER 
LIST SERVICE. Inc. 
MAIL —— EST _MEABQUARTERS 
ie -26 
38 Newbury St., Boston 16, Mass. 


Charter Member National Council 
of Mailing List Brokers 








get the 
professional 
approach 


.+-.to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, 
creators and producers of 
BETTER direct mail, write to: 


the professional 


mail advertising 
service association 
INTERNATIONAL 


18120 James Couzens Hghy. 
Detroit 35, Michigan 











Chicago 45, Ill 
The wording 


3200 W 
for their recent self-mailer 
on the address side in big, bold 
letters reads: “Looking for Cheap Fans?” 
First inside spread carried this caption, 
also in big. bold type: “If you are 

Don't Call Fresh'nd-aire.” Copy explains 
that the Cory Corporation does not sell 
the cheapest fans on the market but they 
believe they have the best in top quality 
The last pictures and 


describes the various fans offered 


Peterson Ave., 


inside spread 


giving all mechanical specifications 
good job and believable 
eee 
REMEMBER the old flip books of 
our youth the first efforts at moving 
pictures? There is now a company spe 
cializing in producing these movie flippe: 
books for advertisers. If you will write 
to the Miniature Flip Book Co., Inc., 
1S W. 44th St.. New York 36, N. ¥ 
they will send you samples and produc 
tion and price details 
eee 
WE LIKED the 24-pace 
brochure titled Tzedakah 
United Jewish Federation of San Diego 


Calif. It is a combination annual report 


Slextl inch 


issued by the 


informational, educational emotional 


booklet; an all-in-one mailer designed 
for the annual fund raising campaign 
Its a fine example of explaining what 
is done with the money collected on a 
charity drive. We understand this won 
piece was designed by Bobbye 

Daleo Matl-Vertising 459] 


San Diego 1S. Calif. She 


derful 
Jaffe of 
El Cajon Blvd 
dcserves a salute 
een 

LISTEN, MR. PRESIDENT is the 
title of an unusual book about advertis 
ing, recently released by the Chilton 
Company. Book Division, 56th & Chest- 
nut Sts.. Philadelphia 39, Pa 
$S per copy. It was written by George 
Black, manager of advertising and pub 
licity, Sprout, Waldron & Co., Muncy, 
Pa. (industrial advertisers). In 130 pages 


It sells for 


and 12 chapters, George has recorded in 


ordinary, everyday language 12 hypo 
thetical conversations with the president 
of a manufacturing concern. The con 
versations are supposed to let the presi 
dent understand what ts behind this mys 
terious advertising business George 
knows his way around in the industrial 
field having been active in the Indus 
trial Ad Association for many years. We 
like his style of putting the story across 
It would probably not be interesting for 
advertising men who are dealing in the 
consumer field and who are more fa- 
miliar with the glamorous sides of ad- 
vertising. This is for industrial advertising 
people only. Most valuable is the end 


of the book A 75-Point Advertising 
Analysis Report. Don't pass up this book 
if you are in the industrial field 
4 
eee 


FHE FIRST mail order 
president of the 


ONE OF 
buyers was the first 
United States, George Washington. An 
about his mail order 
American 


interesting story 
appeared in The 
Accompanying the story was 


buying 

Weekly 
a reproduction of an order written on 
September 20, 1759 . with all items 
listed in fine hand script. The order was 
addressed to Robert Cary and Company 
early days the 


in London. In_ those 


American colonists had to buy nearly 
everything from England and France 
— 
eee 
A DIE CUT GATEFOLD, fashioned 
to resemble an old-fashioned cracker- 
barrel was named best individual adver- 
1959-60 by the 
This piece 


tisement for the year 
Steel Services Center Institute 
was mailed by the Connors Steel Di 
vision of H. K. Porter Company, P.O 


L to R: Donald Blake, Connors Ad Manager; 
H. T. Montgomery, Connors General Sales Man 
ager; and James Creamer, account exec for 
Connors agency, Robert Luckie & Co 


2562, Birmingham, Alabama, to key 
customers and prospective steel buyers 
6'4” high, this black and blue piece car 
Barrel Atten 


from the help 


ried the legend “Cracker 
tion In Selling Steel 
yourself general store to today’s modern 
steel service centers.” The award was 
made at the Institute’s Miami convention 
Bethlehem Steel won the award for best 
continuing series on steel service center 
advertising 


eee 
FHE DIAPER SERVICE INDUSTRY 
received a startling but appropriate mail- 
ing a short while back from Bates Fab- 
rics, Inc., 112 W. 34th St., New York 1, 
N. Y. It was mailed in an attention- 
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Holds the door open ‘til you get there 


Well, let’s amend that: it either rhat’s why your letterhead and its Howarp Bonp bears a proud wa- 


does or it doesn’t! Depends on the termark, will never let you down. 


envelope are as vital to your busi- 


first impression. Often your letters 
represent you to people who don't 
know you, may not know your com- 
pany. Chances are, they’re not in- 
terested until your letter creates 


that interest 


HOWARD PAPER MILLS, INC. 


ness image as your morning shave 

When you send Howarp Bonn, 
you send a man to do a man’s 
job. True White (won’t fade like 
some whites with chemical addi- 


tives), strong and “quality-crisp,” 


Your Printer or Paper Merchant 
will gladly show you Howarp Bonp 
in thirteen colors and in Howarp 
True White 


ALL HOWARD PAPERS are 
quality controlled by Va f “ “Ray R 


* HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


ward, bond 


Companion Lines: Howard Ledger * Mimeograph 


“The Nation’s 


vo 


Business Paper’ 


, 


Duplicator * Posting Ledger + Du-All 


Maxtone Finish 





Discoveries 1n American Art 


(/7 


“Evening in Chicago” is a creator’s favorite of Rainey Bennett 


His water colors are prominent in America’s outstanding permanent 
collections and in most major invitational exhibits. His work also includes 
a variety of choice commissions and has earned immense commercial 
respect, as well. The quality of this reproduction on Maxwell Offs 
less than fitting... and no less than your color artwork deserves. 


Specify Maxwell Offset 


et is no 





Ta. 
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All Howard papers quality controlled by Accupay Printed on Maxwell Offset— Basis 80—Maxtone Finish 


HOWARD PAPER MILLS, Ine. Maxwell Pap ympany Di 


vision @ Franklin, Ohio 





getting 1842” x 944” envelope. We un- 
derstand from public relations man Milt 
Riback that the hard-hitting promotion 
was prepared by Hy Radin Associates, 
Inc., New York, and it pulled better than 
a 20% response in return cards asking 
fer more information. The attention- 
getiing long envelope carried as part of 
the corner card a diaper safety pin. In- 
side, the 18” x 18” thick paper stock was 
folded twice to form a triangular diaper. 
Clever copy and illustrations told the 
story of a new baby crib mattress pad 
which all progressive firms in the field 
should add as a service to young mothers. 
It was a fine job of dramatizing a new 
product, and finding a format which was 
just exactly right for the particular type 
of recipient. Incidentally, if the Post 
Office persists in its efforts to standardize 
our use of envelopes . . . such mailings 
would be practically impossible in the 
future. See other items in this issue. 
~— 
ede 

ON A RELATED SUBJECT to 
diapers . old friend, Howard Hovde 
of the Coordinated Marketing-Manage- 
ment Corp., New York, tells us that some 
economists can accurately forecast busi- 
analyzing the manu- 
facture and sale of plastic baby pants. 
Notable shifts up or down can foretell 
what will happen to the economy 21 or 
later, but baby pants 
sales are good indexes of present condi- 


ness conditions by 


so years current 
tions 
you'd like to know more about it 
drop a note to Howard Hovde at CMMC, 
60 E. 42nd St., New York 17, N. Y. 


It's a complicated subject and if 


eed 

rHE P.S. ON YOUR LETTER is an 
effective selling tool, something you're 
probably aware of. An example of just 
how effective it can be comes from the 
National Jewish Hospital at Denver, 
3800-4100 East Colfax Avenue. The hos- 
pital, a non-sectarian medical center for 
tuberculosis and chest diseases, sends out 
an excellent fundraising letter. Letter is 
printed and not personalized. The P.S 
is also printed but in blue ink in simu- 
lated handwriting. It says: “During the 
minute it took you to read this letter, a 
total of 8 people somewhere of 
tuberculosis and 43 were infected.” It’s 
hard to find a more dramatic appeal 


than that 


died 


eed 
[] WHILE WE’RE ON THE SUBJECT, 
The Brooklyn Tuberculosis and Health 
Association is to be commended for a 
fine booklet entitled “Tuberculosis is a 
Brooklyn Problem.” This 84% x 11” 22- 
page booklet fully describes the borough's 
TB problem, are most 


where cases 
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JUSTOWRITER CUTS 


Any typist becomes a 
skilled typesetter when 
she uses a Friden 
Justowriter. She types 
copy on Unit 1 (The 
Recorder) which 
produces this visual 


check and a punched 


paper tape. The rest 


of the job is automatic. 


seece 


e s8ececcees 


eeccese e066 
eecoce 


The Justowriter can save you 
money in producing manuals, 
price lists, bulletins, house 
organs, booklets, and cata- 
logs. For full details about 
this Tape-Talk machine call 
your local Friden man, or 
write on your letterhead for 


more information. 


eee . 


eeeeewedes 


eee eee Dae weeee 


The Reproducer, Unit 2, 
then reads the tape and 
sets type in your choice 
of 14 attractive faces 
and sizes, one of which 
you are now reading. 
Margins are automat- 
ically justified. Costs 
are far less than for 


metal composition. 


Equipment like this is the 
first step to PractiMation... 
Automation so hand-in-hand 
with practicality there can be 


no other word for it! 


FRIDEN, INC., SAN LEANDRO, CALIFORNIA. SALES, INSTRUCTION, SERVICE THROUGHOUT U.S. AND WORLD 





prevalent and how the disease is being 
combatted. It shows where funds came 
from and how they were spent. Although 
inexpensively produced, this two-color 
booklet is handsomely done, and a credit 
to the association. If you'd like to see a 
copy, you might write them at 293 
Schermerhorn Street, Brooklyn 17, N. ¥ 

—_— 

eee 
FOR MANY YEARS we have ad 
mired the wonderful story-telling letters 
used by Krout and Schneider, super-dupet 
investigators, 350 Sansome St., San Fran 
cisco 4, Calif. (with six other offices on 


the West Coast). If we ever had any 


serious detective work to be done on the 
West Coast, we would certainly employ 
Krout and Schneider simply on the basis 
of their most effective direct mail. But 
now we know what Edward Krout and 
Sam Schneider look like. A recent clever 
letter explained that after 33 years of 
successful operation the two partners 
were admitting 14 of their trusted em- 
ployees into full partnership. An attached 
Page carried pictures of the two original 
owners and seven of the new partners 
There were seven blank spaces at the 
bottom of the sheet which represented 
other partners whose names and pic 


tures we cannot show because of thei 


APPLIES LABELS TO MORE THAN 


Automatically feeds, cuts, glues and attaches address labels to maga- 
zines, newspapers, tabloids, catalogs and flyers. Applies roll strip 
labeis, continuous pack form labels, and tape strip labels pre-addressed 


from your plate, stencil or punched card system. Even applies cut or 
individual labels! Easily adjusted for changes in thickness of piece or 


position of label. 


CHESHIRE 


iE betel fg 2¢]). 7 - Sg 3 2) 


The Cheshire Model C. 


Write for 
descriptive brochure 


Dept. RDM-7 


1644 N. Honore St.* Chicago 22, Ill. 


assignments as investigators.” Inciaentally, 
if you want to see a good example of a 
story-telling sales letter, ask Ed Krout 
to send you a copy of his January 25 
two-page form letter with the heading, 
“The fable of the ambassador who rested 


on his oars.” 


eee 

LOTS OF GOOD PUBLICITY for 
mail order resulted in a story coming 
out of Chicago. Newspapers told about 
Spiegel’s sending a catalog to Prince 
Rainier Ill and Grace of 
Monaco. Shortly thereafter an order ar 
rived from the Prince and Princess list 


Princess 


ing 39 different items required, amount 
ing to a sales price of $196.62. All the 
employees in the fulfillment department 
were in a tizzy until the order was 
properly cared for. At any rate, it was a 
good publicity story 
eee 

A UNIQUE ANNOUNCEMENT FOR 
the final meeting of Philadelphia's Di 
rect Mail Club caught our eye. Format 
was so simple, and yet so eye-catching 
Speaker was to be Norman Focht of 
Gray & Rogers. His topic: Copy. Mail 
ing was simply the standard second-sheet 
that comes with the word COPY pre 
printed in red. At the bottom typed in 
was the message: “That's the subject for 
last Direct Mail Club Meeting ‘ 
then gave Focht’s name, place, date 
Clever adaption of an everyday business 


item, too! 


eee 
THE FAMOUS LONDON CHOP 
HOUSE, 155 W Detroit 26 


Mich., started some years ago to send 


Congress 


to the members of its “inner circle” 
charge account list recommendations for 
European eating. The popular program 
has now snowballed into a project for 
public circulation. The Chop Talk gang 
recently received the new 102-page cata 
log titled, Europe-Ho, listing recom 
mended gourmet piaces in 24 European 
behind 


countries even including some 


the Iron Curtain. The public can obtain 
copies at $1 each. There are interesting 
thumbnail descriptions of each restaurant 
or hotel recommended, with a listing of 


their specialty 
wane 
eee 
TWO GOOD FRIENDS of The 
Reporter were among the eight men 
who recently received the 14th annual 
Horatio Alger Awards of the American 
Schools and Colleges Assn. at a cere- 
mony in the Waldorf-Astoria Hotel in 
New York. One was James Ryder, age 
46, president of Ryder Systems, Inc 
(motor carrier and truck leasing enter- 


prise) Miami, Fla., who started his com- 
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pany with a $125 second-hand truck 
The other Horatio Alger Award winner 
was 47-year-old Ed Leach, Galveston, 
Texas, president of the Jack Tar Hotel 
chain, which owns the Fort Harrison in 
Clearwater, Fla., and which recently 
opened its beautiful new hotel in San 
Francisco, Calif. Ed started in the hotel 
business in his teens and worked up 
from the kitchen to the presidency. Both 
award winners are ardent and intelligent 


users of direct mail. 
— 


eee 


BY THE TIME this issue reaches 
your desk the minimum rate on 
third-class bulk mail will have changed 
(July 1) from 2¢ to 24%¢ an increase 
of $5 per thousand. Summerfield, with 
an assist from Commerce Department, 
won what we hope will be his last argu- 
ment. You can help to counteract this 
increased cost of direct mail by (1) 
eliminating duplication and deadwood 
from your mailing lists, and (2) thinking 
and working harder to make every piece 
you prepare do a better job than ever 
before. As somebody said, “No use cry- 
ing over spilt milk go find another 


cow.” 
— 


BEWARE! You folks who use gadgets 
for getting attention should be sure your 
gadget is packaged properly. Even though 
your gadget ties in well with the sales 
appeal the effect is lost if the atten- 
tion-getter is damaged. Three this past 
month were bad. An _ imitation fire- 
cracker was smashed beyond any useful- 
ness; a plastic whistle on a space pro- 
motion piece arrived with mouthpiece 
cracked off; an imitation film roll pic- 
turing advantages of a prominent hotel 
arrived with metal ends bent so badly it 
was nearly impossible to unroll the film 
strip. Such mailings defeat their purpose. 
Best bet is to pre-test all gadget mailings 
Have a number of samples mailed to 
yourself and friends at some distance 
That will determine whether “package” 
furnishes adequate protection. Two were 
exactly right this month . . . in strong, 
crush-proof boxes: Foote & Jenks (flavor- 
ing manufacturers), Jackson, Mich., and 
Finlay Brothers (printers), 390 Capitol 
Ave., Hartford, Conn. 


eed 

BETTER WORKING CONDITIONS 
for postal employees is explained in the 
May 1960 issue of “Postal Service News.” 
If you haven't seen it, you should get a 
copy. It is a word and picture report on 
what is being done through better ma- 
chines, plants, methods and transporta- 
tion. Even though complete automation 
may be a long way off, the pictures show 
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HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for salesmen, dealers, distributors... 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail”. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don'ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. ! 


To receive your free copy of ‘‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 





that working conditions are certainly 
being improved for the postal employee 
Best progress so far has been in mail 
moving operations conveyors and 


so forth 
— 


e@ee 


INTERESTING EXPERIMENT: Our 
old friend, Doug Mahoney, advertising 


manager of Frank W. Horner Limited 


. 


P.O. Box 959, Montreal 3, Canada (gen 
eral chairman of the Montreal convention 
last year) has started something brand 
new in medical advertising service. In 
his direct mail, Doug is notifying physi 


“new electric 
Thomas Collator 
saves 
office time.. 
Cost? $14950!” 





Prices F.O.B. New York—Slightly higher Denver and West 


At last! An efficient electric col- 
lator with desk-top convenience and 
portability at a price every 
office can afford! 

With the new Thomas Gatherette 
Collator, assembling of duplicated 
sheets into sets becomes a cost- 
cutting, one-person assignment. No 
more hand-gathering teams, no 
more time waste, no more drudge! 
Effortlessly, the Gatherette handles 
standard 8%” x 11” sheets in a 


cians in the eastern part of Canada 


(later to be expanded) that they now 
have a “Mediphone Service.” The idea 
was conceived last year by Johnson and 
a New York medical mat 


Horner 


Lanman, Inc 
keting 
Under this Mediphone system, a physi- 


agency, and its client 


cian having the correct code number may 
make a collect call to an unlisted num- 
her at the Horner organization. The tele- 
phone girl in his town connects him 
department, 


quickly with the medical 


research director, a pharmacologist, a 
biochemist, or any other specialist best 


suited to answer an urgent question. If 


wide range of paper. Its simple 
operation means efficient use by 
any secretary or clerk. 

Ask yourself one question. Does 
your office put together duplicated 
sheets into reports, catalogs or 
multi-page literature? Yes? Then 
find out why the money invested in 
a Gatherette is the smartest $149.50 
ever spent! Have the Thomas peo- 
ple set up a demonstration at your 
convenience without obligation. 


RUZ Thomas Collators Inc. 
t= 


100 Church Street, Dept. W1, New York 7, N. 


need be, the physician can discuss a 
problem with several specialists through 
an internal conference phone circuit. The 
calls can be placed from the physician's 
office, from a hospital, or a patient's 
home. It is predicted this experiment 
could well be the forerunner of a na- 
tional telephone system for medical com 
munications with all pharmaceutical firms 
in the United States and Canada 


se 
eee 

HERE IS A THOUGHT for those of 
you in direct mail who preach that good 
copy must be worked over for days upon 
days and sometimes weeks upon weeks 
We disagree with some of the experts 
on that point. Sometimes too much work 
on copy makes it sterile. One of the best 
pieces of copy ever written was composed 
by Elbert Hubbard in a single hour's 
time, after he was inspired at the supper 
table. He scribbled rapidly “A Message 
to Garcia.” It was printed without cor- 
rections in the next issue of his little 
magazine “The Philistine.” It became a 
national and_ international sensation 
Over 40 million copies were printed dur- 
ing tt lifetime of the author. Our 
thank 1¢ Osherow brothers for re- 
minding is of this story in Dear Sir: 
their house magazine published by Adver- 
tisers Addressing System, 703 N. 16th 
St., St. Louis 3, Mo. You might write 
to them for their explanatory reprint of 
“A Messabe to Garcia.” It still makes 
inspiring reading 


eee 
NEED BORDERS for offset 
layouts you can get a book of them 
from A. A. Archbold, Publisher, Box 
332, Burbank, Calif The 16-page, 
17”x11 book provides 81 different 
6-point and 12-point conventional bor- 


IF YOI 


ders (no rules). Contains practically 


everything you would ever need for 
making up borders 


boxes, certificates, diplomas, cover de- 


panels, coupons, 


menus and general 


Price is $6 com- 


signs, title pages, 
decorative treatments 
plete . . . but before you buy you can 
get an illustrated circular from Mr. 
Archbold by writing to him at the above 


address 
— 


eed 

“ONLY IN AMERICA” has made 
Harry Golden a national character. His 
newspaper, The Carolina Israelite, 
published at 1312 Elizabeth Ave., Char- 
lotte, N. C. has become (or is) a national 
institution. If you haven’t read a copy 
of this monthly publication, you should, 
Its circulation has grown tremendously 
and surprisingly there are more 
Gentile readers than those of the Jewish 
faith, You might be interested in an 
offbeat story connected with The Caro- 
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lina Israelite. Lester Langer Advertis- 
ing, Inc. at 759 N. Milwaukee St., 
Milwaukee 2, Wis. specializes in mail 
and publication advertising and market- 
ing. A number of years ago Lester 
Langer decided that just for the heck 
of it he would like to advertise in 
The Carolina Israelite . that was 
before Editor Golden became famous. 
At one point in the program Lester 
decided to discontinue the ads because 
he was getting so much correspondence 
but very little business. But after he 
discontinued he got more correspondence 
wanting to know why he had stopped 
his humorous style of copy. So the ads 
were continued. After the Israelite and 
“Only in America” received nationwide 
publicity, Lester decided to reprint the 
ads in a folder. So he has been sending 
them out as a direct mail gimmick. The 
ads themselves are a riot and you 
can get a copy by writing to Lester 
— 


eed 


}) HOW TO DEVELOP A GOOD 
SALES MANUAL is the title of a 12- 
page booklet being offered by The Heinn 
Company, 326 W. Florida Street, Mil- 
waukee 4, Wisconsin. Ideas outlined could 
help you get started on compilation of a 
manual, and presentation is good. Offered 
free for the asking. But, for the record. 


° 


i iocmmnenemil 


we'd like to voice a complaint aimed at 
Heinn’s PR outfit, Kuswa-Green and As- 
sociates, Inc., 9203 West Bluemound 
Road, Milwaukee 13. Though this is a 
compact 12 page booklet, the photo that 
accompanied the release pictured a doc- 
tored-up version of the original booklet 
made it appear that the booklet was thick 
as a phone book. Again, we'll say it. If 
what you're offering is good, leave it 
alone. Don’t spoil it with phonied up 
photographs. Deception never helped a 
bad offer, and it can only hurt a good 
one.® 
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The experienced mail 





advertising executive measures 
the advantages of one compiler 
as compared to another 
compiler on one thing... 
RESULTS. 
LMR supplies more birth lists 
to more national mailers 
ELECTIVIT than all other compilers 
RESULTS combined. Furthermore, LMR 
A RACY is the fastest growing supplier 
of business lists. The reason . . . 
LMR lists, when compared 
to other compiled lists, 
bring BETTER results. 


The LMR List Consultant is easily recognized 
because he is dressed in a gray tweed suit, but most 


important, he is known for RESULTS. 


To contact “The Man In The Gray Tweed Suit’, 
ask your list broker to arrange an appointment... 


(CP) p VA ) /, = , 
~Zistle (M, Kamsey and. (G yoratey, ine. 
7) 


404 SOUTH FOURTH STREET, SAINT LOUIS 2, MISSOURI, CHestnut 1-6626 


COMPILERS OF NATIONWIDE BIRTHLISTS AND BUSINESS LISTS 











POLITICAL 
DIRECT MAIL 


DOES THE 
IMPOSSIBLE 


The businessmen wanted to market a product . . 


by John A. Libertine 


REPORTER’S NOTE: 
. and that 


product was a man named Paul Young. The way they 


did it is a fascinating narrative on how business 


principles can be applied to politics when direct mail is used as a primary medium for 
publicity. None of the men involved had ever had much experience 


in politics, but all were experienced in the business world. Instead of trying to 


learn a new field and new ideas, they applied what they already 


knew to a different situation. At a time when politics 


is in the limelight, we think you'll be interested in this unusual story of another use of 


[' IN mid-January of this year you 
had asked anyone in our town, 
“Who is Paul Young?”, chances are 
you would have received a quick 
answer: “I don’t know.” Yet, a mere 
eight weeks later, this same unknown 
Paul Young was elected by a land- 
slide to the office of Selectman (a 
top administrative post in our New 
England towns, roughly equal to a 
mayor). Even up to the eve of elec- 
tion day, anyone “in the know” would 
have told you it was “simply im- 
possible” for Young to win the race. 
How did he manage to do the 
impossible? You can credit direct 
mail advertising with a major share 
of the job. It was a direct mail cam- 
paign based on time-tested principles 
long known to businessmen and 
applied to politics that put him in. 
The story really begins a long way 
from our primary interest in direct 
mail; but it should help if you get 
the whole background. You should 
know, first of all, a little about our 
town: Braintree, Massachusetts 
a Boston suburb. Our population is 
just about 30,000 . . . not a “small 


direct mail. 


town” by a long shot, but far from 
a big city too. Among the offices 
open in this year’s election was a 
Selectman’s post held by a veteran 
politician, publisher of the local 
weekly newspaper, well-known to the 
voters, and a candidate for re-election. 
There seemed little or no doubt that 
he had the strength to easily retain 
his position. 

Interest perked up quite a bit when 
a former Selectman announced his 
intention of opposing the incumbent. 
This candidate was a local business- 
man with a genuinely likeable per- 
sonality, a wealth of influential 
friends, and a man wise in the ways 
of politics. He could be counted on 
to run a strong campaign and pos- 
sibly even score an upset win. Three 
other “minor candidates” rounded 
out the five-man field. 

One of these three was Paul H. 
Young. He had never held a political 
office, was virtually unknown to all 
by an extremely small minority of 
the voters, and was hardly the glad- 
hand, baby-kissing type who could 
go out and fight a toe-to-toe duel on 


the terms of the two major aspirants. 
On the other hand, he was a sincere, 
honest, and respected business exec- 
utive; a man of mature years and 
judgment; and, above all, a man 
who knew how to get things done. 
He was, in the minds of a small group 
of voters concerned about our town 
politics, the ideal man to clean up 
and institute more businesslike pro- 
cedures at Town Hall. This group 
persuaded him to accept the respon- 
sibility and run for office. 

All of us planning the campaign 
were basically businessmen. None of 
us had any political experience to 
speak of. However, as a group, we 
had varied talents and _ valuable 
knowledge gained in the business 
world. This we applied to the case 
at hand. 

We found the major basic prob- 
lems were three. Solving them, we 
knew, would make the scores of 
smaller problems unimportant. First, 
we had to get Paul Young recognized 
contender. Remember, 
“everyone” considered this a_ two- 
man fight and Paul was only one of 
three “nuisance candidates.” Second, 
after getting him established as a 


as a_ real 


major possibility, it was still neces- 
sary to get people to vote for him 
in preference to one of the two other 
top contenders. Third, all this had 
to be done on a very modest cam- 
paign fund. 

We decided at the outset to put 
almost all the money available into 
direct mail, and use later and unex- 
pected contributions for newspaper 
and radio to whatever extent we 
could. Once the direct mail campaign 
got going, such funds were easier to 
come by and we did manage to put 
some money into these other media. 

It so happened that the key to the 
entire campaign from a_ creative 
standpoint was found at the first 
meeting of Young’s workers. Several 
people brought out the fact that we 
were facing “professional” opposi- 
tion. That was the spark we needed. 
Our campaign theme practically 
wrote itself then and there: “Paul 
Young an amateur at politics.” 
Very shortly thereafter, we added a 
positive statement to finish the theme: 
“ . . but a professional at getting 
things done!” As the campaign 
neared its end, we stressed the “beat 
the professional politicians” idea 
more and more. The very last-minute 
slogan (in the newspaper and radio 
advertisements we've already men- 
tioned) was: “Unite behind the ONE 
MAN who can beat the professional 
politicians.” 
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As you can see by reading these 
appeals, we did have something posi- 
tive and beneficial to sell . . . that 
always makes a job more enjoyable 
and, usually, the results more effec- 
tive. Now, the first problem was to 
introduce Paul Young to the voters 
and to make them realize that he 
was a major contender. Taking our 
cue from the “amateur” theme, we 
decided to do everything as “oppo- 
site from the expected” as possible. 
In other words, we were going to 
make this a different political cam- 
paign. 

Therefore, direct mail’s first assign- 
ment was the task of getting Young’s 
name and ideas before the public in 
such a way that they would there- 
after consider him in the same league 
as the top two men. Since we were 
doing things differently, we planned 
to send a direct mail piece to every 
voter a full month before the elec- 
tion. Now, I don’t know how they 
do things in your city or town, but 
political mail 
about a day or two before we go to 
the polls. Usually this material was 
in the form of a cheap processed 
letter listing the candidate's qualifi- 
cations and with a picture 
times of the entire family including 
various pets). 

Our aim here was to get Paul out 
in front quickly and with distinction. 
So, we planned on using a good- 
quality rag bond paper (executive 
size) with a matching monarch en- 
velope. No printing would be used 
on the envelope partly to save 
cost and partly to provoke curiosity. 
The letter could be inexpensively 
printed offset but with a_ simple 
letterhead in the best of taste to look 
like the personal stationery of a suc- 
cessful businessman. 

We agreed from the beginning to 
use first class mail. Our total mailing 
list ran some 6,000 registered voters 
(actually “voting families” since we 
combined husbands and wives) and 
we felt the extra $120 or so was well- 
worth the attention-getting value of 
a sealed, unprinted envelope of not- 
too-common size. It also gave us the 
opportunity 
memorative stamp (Boy Scouts anni- 
versary) for even added attention. 
Most names were typewritten and a 
few hand addressed. 

Of course, format is important, but 
vou have to have something worth- 
while to say if the mailing is to be 
a success. We wanted the letter to 
have personal appeal and even a little 
shock value if necessary to get that 
readership which would make the 


weve always seen 


{some- 


to use a special com- 
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Dear Friend: 


for Selectman. 
turn-about. 





and gave it a try." 





and your family will live 


conscience. 


R 


e ~e 


office. 








: 


PAUL 


Even my wife was skeptical when 
But when she heard my reasoning, she did a complete 


Do you know what I told her? I just said: 
professional politicians running for office and then doing an 
It's about time someone who might be 


amateurish job when elected. 
an amateur at politics but a professional at administration got in 


H. YOUNG 


first told her I'd agreed to run 


"Ella, I'm sick of seeing 


This business of picking a Selectman is mighty important to you. 
Under our system of town government, the three-man board either is 
responsible for or can get action on almost every dealing you may 
have with the town (with the major exception of tax assessment). 


In other words, they can have a great deal to say about how you 
during the next few years. 
example, they can rule for or against allowing certain types of 
businesses to locate in your n 


Just as one 


eighborhood. 


Now, I don't expect you to make a definite decision this minute 
about how you'll vote on election day. 
self to keep informed and alert. 
has to say, then choose according to the best dictates of your 


But you owe it to your- 
Listen to what every candidate 


As for myself, these are my major qualifications: 


degree in civil engineering...Manager of Industrial Pro- 
ducts Operations and Assistant Plant Manager of Armstrong Cork 
Company...town meeting member...veteran...Chairman, Braintree 
Industrial & Business Development Commission...Chairman, Prain- 
tree Municipal Golf Course Operating Committee...Member, past 
president, and past district governor of Braintree Lions Club... 
Vice president, Old Colony Council, Boy Scouts of America... 
Member, United Fund Standing Committee...Chairman, Building and 
Finance Committee of South Congregational Church. 


You can see that my experience has been in doing...not running for 
can only make one promise: 
how for you...regardless of who you are or who you know, 


To do the best job I know 


If you will forgive an amateurish campaign, you may gain a truly 
qualified Selectman. Thank you for your consideration. 


Sincerely, on 
faut UM ocny— 


¢ 








difference between careful considera- 
tion and the wastebasket. A chance, 


half-joking remark made by Mrs. 
Young gave us a lead that we later 
learned was remarkably effective with 
both men and women. The copy was 
left a little “rough” in spots . . . we 
wanted to not only reflect Paul 
Young’s views but his sincerity and 
. again .. . his “amateur” status. 
The letters went out on schedule a 
full month before election day. 
And then all kinds of crazy things 
began to happen! Mrs. Young re- 
ceived several calls at her home vom- 
plimenting her husband’s letter. Paul 
got plenty of comments via his busi- 
ness phone. These were from stran- 


mind you, who had_ never 
spoken to either before. All over 
town, Paul Young’s name was sud- 
denly being injected into political 
discussions. The letter gave Young’s 
precinct workers a boost too. This 
was a bonus we had expected, but the 
results were far and away beyond 
our hopes. Perhaps the greatest effect 
was upon the other two major can- 
didates. They suddenly realized they 
had real competition from a third 
party. Both started (perhaps too 
earnestly and definitely too late) to 
disavow that they were “professional 
politicians.” Yes, our message got 
across! Paul Young was a real 
candidate. ( nued next page} 
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FOR AN OVERDUE CHANGE 


VOTE FOR 


an amatecs af polities 


YOU HAVE 
A DATE.... 


Of course, we couldn’t concentrate 
LOO%, mail. All the 
political tactics were used: precinct 


on direct usual 


workers phoning friends; car trans- 
portation to the polls: appearances 
by the 
meetings etc. But 


candidate at functions and 


most of these 
efforts would tend to cancel out since 
all the othe 


the same 


candidates doing 
and, 
two “pros” were experts at this sort 
of thing. In other 
fensive 
vo along: but after all was said and 
done, chances were everything would 
be right back where we started .. . 
and that was well back in the pack. 

We weren't finished with direct 


a long shot. We knew all 


the other candidates would probably 


were 


thing; besides, the 


words, for de 


reasons, it was necessary to 


mail by 
send some material out a few days 
before election. Again, we wanted to 
beat them to the punch. So again 
we “did it different” and sent out a 
before the 
others. This was a simple jumbo card 
with the picture, 
qualifications, etc. But even here we 
did a few things differently. We 
printed brown ink on buff stock 

(Everyone 
else seemed to be using faded blue 
ink on dirty-white stock.) We used 
a little inexpensive artwork on both 


front back. And we kept the 


mailing piece a week 


usual listing of 


neat and conservative. 


4 br aypesocmmal al getting Che sob dome 


The election of Paul Young as Selectman 
will assure you of fair, non-partisan leader 
ship of a selectman who believes that 


people are more important than polities. 
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This is Paul ‘4. Young 


main short, to the point, and 


repeating again the main theme. This 


bulk mail, 


t opy 


piece was sent oul 
metered. 
And 
timing (plus a share of pure, simple 
luck) can sometimes make a tremen- 
Our jumbo cards 
vere delivered on the Wednesday 
before the Monday election date. The 
candidates all seemed to have 
about 
was delivered. And 
wouldn't know, starting Thurs 
day afternoon, and continuing for 
two full days, we got a blizzard like 


here is an example of how 


dous difference. 


other 


mailed their material on or 


the day ours 


you 


we never got before! The snow, some 
20-odd set all kinds of 
records fouled up trans- 
portation including the post office! 
No mail deliveries at all were made 
on Friday. That meant everything 
piled up for Saturday. Just 
four candidates for 
mail sent two 


inches of it, 
and 


was 
imagine 

Selectman sent (one 
pieces!) and about five other pieces 
sent by candidates for other 
offices. In addition, two thick tabloids 


came in from local stores as well as 


were 


two soap coupon deals. This doesn’t 
include first class mail, newspapers, 
magazines, and other third class mail 
and 


in addition to the store 


All this on a day when 


soap 


mailings. 


i 


© View preuden: Git Coseny Council 
Amarce 


Bey Beets 


© Mer eer tm) Fund Sanding Crenaniites 


© he " < sod Pome Commities af 


YOUR candidate for selectman 


every home-owner was literally up to 


his neck in snow removal. You can 


euess how much mail was read that 
weekend. 

We still had plenty of snow on 
Election Day, 
and this gave us a bit of worry since 
anything kept 
tended to favor the incumbent. How 


| his 


vood 


drives and streets on 


which voters home 
ever, the vote was near-normal. 
interest we interpreted as a 
omen. 

The 


filter in 


ollie ially 
that eve 


was a 


started to 
ot lox k 


preeinct 


results 
about 10 
first 

in that it usually went 
Young a 
midnight, 


ning. The 
“weathervane 
for the 
healthy plurality: and by 
it was obvious that the 
strong for Young. He got it by a 
wide margin with only two of seven 


The 


winner. It gave 


trend was 


precincts close. “impos- 
sible” had happened. 


would 


even 


In retrospect, it be foolish 
one particular thing 
best 
played by 


to credit any 
for the 
evaluation of the 


However. the 
part 
direct mail came in a comment over- 


victory. 


heard from one of the opposition 
campaign managers. He put it like 
this: “We were going fine until he 
(Young) sent that d letter and 
then everything started to go wrong.” 
We think everything went just 
right! @ 
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SHALL WE 
” AGREE TO BE 
MAIL 
CONFORMISTS? 


An Interpretive Report of Proposed Postal Regulations 
Designed to Limit Your Use of the Mails. 


by Henry Hoke, Sr., Editor 


()* May 4, 1960, the Post Office Department inserted in 
the Federal Register (Volume 25, Number 7) a one- 
and-one-third page order titled “Proposed Rule Making.” 
It concerned the establishment of minimum size, shape, 
ratio, sealing and other regulations pertaining to mail 
matter. These proposed regulations are to become effective 
January 1, 1962... just a year-and-a-half from now. 

According to law and custom, persons affected by 
advance publication of proposed administrative regula- 
tions are given 30 days to file complaints or suggestions. 

In this case, written reactions were be filed with 
KE. A. Riley, Director, Postal Services Division, Bureau of 
Operations, Room 4426, Post Office Department, Wash- 
ington 25, D. C., on or before June 3, 1960. But, because 
of far-reaching effects of these regulations, it was impos- 
sible for some of the associations affected to analyze the 
proposals and give their members an intelligent working 
knowledge of what it all meant. So it is now understood 
that complaints filed after the June 3 date will be con- 
sidered, which they should be. 

During the past month I’ve been studying the proposed 
regulations and the analytical bulletins of various asso- 
ciations plus some carbons of letters sent to Mr. Riley 
by alarmed direct mail users. It’s a confusing subject and 
there are many conflicting opinions, As I read the Federal 
Register, I couldn’t help thinking of the old formula 
which devout Quakers reported to use when faced with 
making a decision. They were supposed to ask themselves 
three questions. If the answer to any one question was 
“no” . .. the project was to be dropped. The three 
questions: (1) Is it necessary? (2) Is it the right time? 
(3) Is it the proper way to do it? 

I'm afraid the proposed regulations or large parts of 
them would fail on one or more or all of the questions. 

The Reporter cannot spare the space to print all regu- 
lations and the varying reactions to each. But we'll try 
to digest the situation. 

First off . . . you should obtain from your own associ- 
ation a complete copy of the detailed proposed regulations, 
plus your own trade analysis. Associations such as the 
Printing Industry of America, Envelope and Paper 
Manufacturers, Mail Advertising Service Association, 
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Direct Mail Advertising Association, Industrial Adver- 
tisers, Stationers and Greeting Card Manufacturers, etc. 
have done or are completing analytical jobs for their 
members. Every user of the mail will have to learn 
what’s ahead. 

It should be realized that ever since 1957, when experi- 

ments in automatic mail handling machinery started, 
there has been a threat of standardization of sizes. Millions 
of dollars have been spent for experimentation and devel- 
opment. Some of the expensive ideas flopped. Others were 
partially successful. The Post Office now believes that by 
January 1, 1962 enough machines for automation will be 
installed to necessitate the rules for standardization 
promulgated on May 4, 1960 which might be only a 
forecast of even stricter rules to come. 
The whole theory of function of the Post Office 
may be changed by this developmen:. Instead of 
the Post Office being operated for the convenience 
and pleasure of and service to the citizens of the 
U.S.A. . .. the citizens are to be regimented to 
conform to and please the officials and employees 
of the Post Office Department. 

Within certain reasonable limitations in the past, the 
citizens have enjoyed the prerogative of determining for 
themselves the appearance and form of their mailed 
messages. 

What are the proposed regulations . . . briefly stated? 
Regulations appear in bold type. Comments of myself 
and others follow. 

AFTER JANUARY 1, 1962 (inventories, plans, dies, 
etc. will have to be adjusted by then): 


One: Envelopes, cards or self-mailers measuring less 
than 3 inches in width (height) or 412 inches in length 
are non-mailable. 

Comments: No violent objections on this, except that 
POD during past few years promulgated and then changed 
minimum size acceptable. Then cancelled entirely. Can 
we be sure minimum size will not be changed again after 
envelope manufacturers and stationers have made adjust- 
ments? This will affect primarily manufacturers of social 
correspondence and greeting cards. And proud fathers 
won't be able to mail dainty announcements of the 





arrival of son or daughter. What's going to happen to 
the miniature envelopes Aunt Minnie may mail without 
knowledge of the new era of conformity? 

Two: Envelopes, cards and self-mailers with shapes 
other than rectangular are non-mailable. 

Comments: This will eliminate all novelty 
designs in direct mail formats, such as die-cut corners. 
The Printing Industry of America, however, points out 
that according to dictionary “rectangular” means a 
right-angled parallelogram which might include a square 
which is not recommended by other regulations proposed 
Will need further clarification if enforced. Would elimi- 
nate many types of social correspondence. 

Three: Envelopes, double postal and post cards and 
self-mailers not sealed on all four edges are non- 
mailable. 

Comments: This is a “stinker” and would put many 
people in direct mail field out of business. It is supposed 
to be necessary because automatic machines will not han- 
dle unsealed flaps, pieces sealed with spot of gum, or pieces 


carrying- 


into which smaller pieces could be accidentally inserted. 
Double post card producers would have to devise a seal- 
able card on all four edges so that return card when 
detached would conform to minimum measurement (see 
Point One). 

It is estimated that about 2.2 billion third-class self- 
mailers are mailed annually in the U.S.A. They are used 
mostly by manufacturers who supply dealer helps for 
local imprinted direct mail. This regulation would be a 
catastrophe in industrial, retail and automotive fields. 
although some suppliers might welcome the enforced 
changeover to enclosed mailers. 

Can you imagine trying to seal a self-mailing broadside 
on all four sides? Not just a spot seal but complete length 
of each side. This regulation would put firms like Seal- 
O-Matic out of business entirely. It would also eliminate 
entirely double purpose mailing pieces of the Sawdon 
type and similar money-saving devices supplied by many 
envelope manufacturers. Diners’ Club could no longer use 
its two-way membership piece which was created recently 
to counteract postal rate increases. This provision alone 
stops the Quaker formula questioning. Is it necessary? 
No. Self-mailers are mostly mailed under bulk permit. 
They are sorted, separated, bundled, bagged, etc. by 
mailer. They don’t have to go through machines of auto- 
mation. Persons and industries affected could possibly 
institute injunction proceedings against the Postmaster 
General. 

Four: All envelopes, cards and self-mailers mailed at 
third-class rates of postage must carry the notation 
“third-class mail may be opened for postal 
inspection.” 

Comments: This is a corollary to Number Three above 
Because all mail will be sealed on all four sides, the Post 
Office wants third-class mail to be boldly identified. Is 
Most direct mail users contacted so fat 
think answer is “no.” In applying for third-class permits. 
mailers could sign an agreement giving POD right to 
examine contents of any envelope carrying third-class 
postage. Labeling, such as proposed, would further 
downgrade advertising mail. Consensus is that DMAA 
MASA, PIA and all mailing groups should vigorously 
oppose this proposed ruling. 


this necessary ? 


Five: Envelopes, cards, and self-mailers having a ratio 
of width (height) to length of less than 1 to 1.414 are 
not recommended. 

Watch that wording “not 


Comments: recommended” 


instead of non-mailable. It means that if ratio is violated, 
the PMG without consent of Congress could declare such 
violation pieces as being of odd size or form and thereby 
subject to minimum odd size charge of 31 2¢ or any larger 
rate subsequently fixed by law, 

This proposal is bound to stir up heated arguments. 
rhe 1 to 1.414 (square root of 2) was supposed to have 
been agreed on by International Postal Union as being 
best size for automatic handling. (Machines need a long 
side for spotting stamp, facing, conveying, etc.). But, the 
Post Office has spent no time or money in developing 
machines that will handle envelope larger than 5°4” x 
1144” and it has no plans for doing so in near future. 
Yet the proposed regulation would control all envelopes. 

Many popular sizes of envelopes used in direct mail 
would be eliminated. In addition to many stationery and 
greeting card sizes, the following standard listed envelope 
sizes are of insufficient ratio. and would be affected by 
the regulation: #4, 5, 5%, 5°4, 6 Baronials; #5, 51 
Cards; #214, 3, 7% (716” x 1010”), 9 (834” x 11%”) 
Booklets; 5144” x 716” Scarf; 716” x 1016”, 814” x 
1144”, 834” x 1144”, 9” x 12” Catalogs. There are other 
used but not usual sizes which would also be “not 
recommended.” 

The Department is proposing, in effect, to create a 
category of nonmachinable third-class mail, of a size 
greater than 534” and no more than 9” in width, and no 
longer than 12” in length, weighing less than certain 
minimums (single piece, not over 2 ounces: bulk catalog, 
less than 5.6 ounces; bulk circulars, less than 3.5 ounces) ; 
and then discriminatively penalizing, by means of a 3'¢ 
minimum rate, only certain pieces, virtually indistinguish- 
able from others of the category, on the basis of a ratio 
of width to length established solely to facilitate the 
handling of an entirely different category, machinable 
mail. 

If you think that paragraph sounds complicated . 
it is. The whole thing is too complicated . . . with too 
many unforeseeable implications. We cannot take space 
here to go into all the ramifications of this ratio headache. 
You, or your association, will have to figure it out in 
terms of your own past, present and future usage. 

Critics are asking: “Is the power of Congress to de- 
termine postage rates being contravened by the Depart- 
ment’s effectuating, for certain heretofore regular third- 
class mail, higher minimum rates, and other rates higher 
than those established by Congress for pieces weighing 
less than certain minimums? Can the Postmaster General 
prescribe that the 344¢ minimum charge for pieces of 
odd size or form applies to all third-class envelopes 
greater than 5°4” in width, if he chooses?” 

We believe all direct mail users should study this 
problem carefully and then write to Mr. Riley and to your 
representatives in Congress. On the face of it, most of 
these proposed regulations and especially the ratio section 
are unreasonable, unlawful and unnecessarily and dis- 
criminatingly punitive. 

At the same time, we don’t want to be in the position 
of objecting to everything the Post Office does to improve 
service. We want to help by inducing everyone to 
zone their addresses; by correct preparation of all third- 
class mail; by early deposit of first-class mail, even facing 
and bundling and separating it when possible. There are 
many ways to help . . . but do we want to be regimented 
into strict conformity? 


Although the proposed regulations apply to first- and third-clase 
envelopes used in first-class mail service which do not maintain ratic 


Footnote 
mail only 
f 1 to 1.414 will still be accepted by POD without additional charge provided 


they are 3” x 4%" or larger 
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During the next year-and-a-half or until the problem is 
resolved one way or another, the envelope manufacturing 
industry will be in a dither trying to decide which dies 
will be obsolete and what to advise customers. All mailers 
will be in a dither too, trying to use up inventories of 
non-mailable or not-recommended sizes. Creators of long- 
term campaigns will be in a strangled lethargy with all 


sorts of limitations to face, 

Before any of us start to make changes or accept these 
shackles meekly, I think we should ask some pointed 
questions. Here are some: 

|. Why is it necessary to issue these regulations now, 
to take effect January 1, 1962 . . . when by that time Mr. 
Summerfield may no longer be Postmaster General? A 
new Post Office administration may decide that the whole 
scheme is a waste of time and money and should be 
s¢ rapped. 

2. Since the experimental automatic mail handling 
machines cost hundreds of thousands of dollars, how 
many Post Offices will be equipped with them by 
January 1, 1962? 

3. Will the machines be in all Ist and 2nd class Post 
Offices or just the so-called Gateway Offices in the large 
centers? 

1. If not all, what cities will be affected? How many 
pieces (©) will be handled by automation? 

>. Is the entire mail-using public to be regulated to 
satisfy the operational needs of a few Post Offices? 

6. Why should bulk third-class mail be included in the 
size and ratio requirements when such mail is faced, 
cased, tied, bundled. bagged and delivered to Post Office 
and could not possibly go through an automatic mail 
handling machine, except possibly at destination point 
when it is cased for carrier routes? (According to POD’s 
own figures, 71° of all third-class mail is so handled by 
the commercial and non-profit users of the mail.) 

7. Does the POD realize that some of its proposed 
regulations make it practically impossible for mailers to 
counteract increased postage costs? 

8. Does the POD realize that in requiring prominent 
labeling of third-class mail it is downgrading the medium 
of direct mail and thereby possibly making it less 
effective? 

9. Does the POD realize that in requiring the labeling 
of third-class mail it is practically wrecking the greeting 
card industry? Will stationers be required to carry two 
one for first-class and another type 
for third-class? How will public be educated to seal 
third-class greetings but label the envelopes? How will 
POD control greeting cards mailed with third-class 
postage but containing first-class matter? 

10. What guarantee do any of us have that after de- 
pleting inventories, making changes, etc. that the whole 
idea of making 180 million people conform to a set pattern 


types of cards . 


will not be scrapped? 

There are possibly other important questions, but it all 
boils down to our first premise: Should the Post Office 
be operated for the convenience and pleasure of 
and service to the citizens of the U.S.A... . or 
should the citizens be regimented to conform to 
and please the officials and employees of the Post 
Office Department? 


Footnote One additional suggestion Since the members of the Envelope 
Manufacturers Association has been involved in [supplying samples] much of the 
reliminary testing since 1957, their knowledge of the problems is possibly more 
com] than any other group. The bulletins issued by Executive Secretary 
William MeManus (successor to Roland Bliss) have been more complete and 
ulmly logical than any others we have seen. For that reason, we suggest you talk 

the situation with your own local envelope supplier. That is, if you want or 


i further enlightenment 
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FINAL WORD ABOUT POSTAL 
RATE CONTROVERSY 


His issue of The Reporter had to “go to bed” before 

Congress adjourned for the 1960 session. Most reports 
from Washington predicted there would be no rate in- 
creases in spite of PMG Summerfield’s all-out steam roller. 
Others, more pessimistic, warned that a rate bili might 
slip through at last minute tied onto a salary increase for 
postal workers. We can only hope for the best. 

Mr. Summerfield will go down in history as the PMG 
causing the direct mail fraternity more headaches than 
any previous postal official. His departure from Wash- 
ington next January will be hailed with glee. He has 
not only wasted hundreds of thousands of tax dollars on 
propaganda campaigns, but has caused the expenditure 
of hundreds of thousands of dollars on the part of direct 
mail users for defensive bulletins and trips to Washington 
to attend hearings. 

Summerfield really pulled out all the loudest stops on 
his 1960 drive. He even brought in “defense of the 
country” as a reason for increasing postal rates . . . how 
many more bombers or missiles we could have if the $600 
million “deficit” was wiped out. Nuts! People who think 
know how phony that argument is. 

According to Management Review this is how your 
tax money goes. The federal government spends out of 
every $100 it collects in taxes: 

$57.09 for national security; $12 on the national debt; 
$7.05 for agriculture (farm price stabilization, ete.) ; 
$6.85 for veterans’ services and benefits; $5.73 for labor 
and welfare (including education and research) ; $3.40 
for commerce and housing (including civil defense) ; 
$2.81 for international affairs (aid programs, etc.) ; $2.43 
for natural resources: $2.39 for general government, and 
25¢ for contingencies. 

Somewhere in that $2.39 for “general government” is 
the extra cost of running the Post Office over and above 
the amount collected for postage. That extra cost, direct 
mail users claim, is a proper and acceptable charge for 
all the free and public services performed. If Summerfield 
is right about this “deficit” of $600 million and if the 
annual budget is around $70 billion, he is talking about 
approximately 84¢ out of our $100 tax money, or 54¢ 
out of $2.39 for general government. In other words, he 
has been making mountains out of molehills on his 
“defense” strategy. 

The most immoral strategy of the whole fight was 
Summerfield’s slick last-minute gesture to the religious, 
union, veteran and small newspaper groups. Just before 
they were to appear before House Committee, Summerfield 
announced he was withdrawing his request for rate 
increases on non-profit and free-in-county mailings. That 
was supposed to take the heat off the politicians from 
important lobbying and voting groups. It was a slick 
move ... but was obviously ingratiating and economically 
unsound, it possibly kicked back on the originator. 

No matter who the next PMG may be, we hope he will 
see the wisdom of having an active advisory committee 
of users of the mail . . . to sit down in mutual trust and 
cooperation to work out the problems. Let’s find out 
what the free and subsidized services cost . . . pay for 
them out of the $2.39 for general government . . . then 
let each class of mail pay its way according to fairly 
allocated costs for service rendered. That’s the only 
solution for the mess.@ 





EFORE you even begin testing, | 

suggest you make one fundamen- 
tal calculation and that is figure out 
how much you can pay for an order. 
I don’t mean to just look at your 
history and see what par is. Get in 
and actually work out the cost per 
order you can afford. | am appallec 
at how many mailers have not done 
this. 

Let’s agree first on things that 
should be tested. Most of us have 
done this many times, but if your 
shop is like mine, too often we still 
test where the differences can only 
be minute. Let’s stop this now, or at 
least recognize we are doing it for 
fun, not profit. 

First of all, let’s remember that the 
offer is the most important ingredient 
in our package. Therefore let's test 
offer after offer, after offer. 

Changing the pennies in an offer 
can often make a difference. Certainly. 
varying the term in a_ subscription 
offer or the payment terms on a met 
chandising offer can make a differ 
which 


ence. The $3.65 per year 


becomes “a penny a day,” the stand- 
ard eight-month trial which becomes 
“now to the end of the year” or the 
39 weeks for $3.27 which becomes 
“now through the elections” are all 
good offers without changing the 
money. I suppose these could be 
called copy testing rather than offer 
testing, but they can mean important 
differences on the returns. 

To whom you make your offer is 
the second most important element 
after deciding the offer, so list testing 
is a must. 

At American Heritage we are pro- 
digious list testers. We'll test almost 
any list that makes any sense ai all. 
For a list to make any sense to us 
we have to remember that first of all 
our subscriber is generally a man, 
he is apt to be 45, have a college edu- 
cation, be married, live in his own 
home and have an income of up- 
wards of $12,000. He should be a 
buyer by mail and preferably a book 
buyer. Any list which will give us 
a semblance of these qualifications 
will get a test in our shop. I recom- 
mend to your attention the value of 
a market survey of your present cus 
tomers. 

1 rate copy and package as being 
the third most important factor in 
the successful mailing. We believe 
that package testing is more impor- 
tant than element testing in our shop. 
We tend to think of complete pack- 
ages rather than changing individual 
elements. Generally speaking, our ex- 
perience has been that one good letter 


is about the same as another good 


SOME 


UIDEPOSTS FOR 
TESTING 


by Richard V. Benson 


VP and Circulation Director, American Heritage 


REPORTER'S NOTE: 


For three months, Jim Connell has been exciting a lot of our readers with 


his illuminating series on testing and research “An Arithmetick For Direct Mail.” 


(Part Ill appears on page 25 of this issue.) 


Jim's point of view, however, has been 


primarily mathematical, based on laws of probability. Dick Benson's advice is less technical, 


and based on his experience with testing and retesting. Some of his 


ideas—like paying 6¢ a name for a million names—can’t be found in the rulebooks, but he’s 


made them pay off 


In this article, condensed from a speech before Chicago's 


Direct Mail Day, Dick will tell you the things that have worked for him, and 


he'll also tell you what sort of tests are a waste of time. Between 


Dick Benson’s article and Jim Connell’s series, we feel you're getting a 


really fact-filled seminar on the subject of testing. 


letter. It is rare indeed that we have 
nol spotted ahead of time the letter 
which would not turn out to be good. 
| cannot remember when a _ letter 
turned out to be substantially better 
than a good control letter. If you are 
only testing elements, do try package 
testing. 

I suggest to you that you are not 
doing a job and that you are wasting 
your company’s money if: 

You are list testing with only a 
thousand names for financial reasons 
only: 

You refuse to test any list that 
costs more than $15 or $20 per thou- 
sand: 

You refuse to use a list because it’s 
available only on labels; 

You throw away a good idea be- 
cause the weight of the package will 
be over the minimum weight; 

You compromise every 
idea in order to reduce costs before 


creative 


testing ; 

You are still testing indicia vs. 
stamp vs. Pitney Bowes; 

You are testing colored stock in 
hopes of finding the one and only 
right color. 


Il keep a picture of a turtle on 
my office wall bearing the caption, 
‘A turtle never moves forward until 
he sticks his neck out.” I keep it to 
remind me to take chances. 

Experiment! Don’t run for cover 
just because an idea sounds too ex- 


pensive. Many of our successes have 
stemmed from breaking the conven- 
five-color 


tions, i.e., our elaborate 
brochures, five-color pictorial enve- 
lopes, our 16-page magazine-type in- 
sert in the Sunday New York Times, 
6” x 1014” 
commodate an enormous bro« hure, 
unduplication of rented lists, up to 
$60 per thousand for names in a 
quantity of more than a _ million 
spectacular-type advertising. 

Che point I want to leave with you 
is: remember the 95, 98 or 99 people 
on your best lists of prospects who 


mailing in order to ac- 


don't answer your solicitations. It’s 
easier to swing another order from 
them with better mail than to expand 
your mailings with marginal lists for 
another order. 

Keep in mind the economics of 
Direct Mail. It costs roughly $60 per 
thousand, minimum, to turn out the 
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shoddiest mail. Let me amplify, so 
we all understand. After July 1, we 
will spend $25 on postage, $15 on 
lists and $5 on inserting and mailing. 
That’s $45. I am sure you will agree 
that even the shoddiest letter, order 
card and envelope will cost $15, mak- 
ing a total of $60. 

What’s wrong with our testing is 
that the great preponderance of it is 
being done to see if we can success- 
fully send out even worse-looking 
mail so as to save 50¢ or $1 out of 
that $15 of production cost. Even if 
successful, and I doubt it can be 
proved, all that has been accomplished 
for each 50¢ per thousand saving in 
costs is $500 per million mailing. 


I think our testing shouid be in 
terms of the reverse. For every $6 we 
add to the production cost, returns 
need only go up 10%. If we double 
the cost of the production items, re- 
turns must only go up 25%. Believe 
me when I say this is far easier and 
far more rewarding. 

I think it is in the interpretation 
of our testing where we are most apt 
to err. How many times do you make 
your decision on futures based on 
nothing more than return percent- 
ages? Don’t laugh—I know impor- 
tant mailers spending hundreds of 
thousands of dollars who do this. 

Perhaps you do figure cost per re- 
turn. That’s a good step, but that’s 
not enough. 


Perhaps you figure your costs for 
a paid return. Again, don’t laugh. It 
hasn’t been many years since News- 
week caused quite a stir when they 
revealed some figures on the differ- 
ences by list of collectability. 

I am sure you will agree that the 
success of almost any Direct Mail 
enterprise is dependent on the repeat 
sale. Do you follow your original 
tests through to see the difference in 
repeat sales, conversions, renewals, 
call them what you may? Perhaps 
you can’t do it by list, but certainly 
vou can do it by original offer. 

If you are not doing all of these 
things, DO! The results may surprise 
you.® 





arithmetick for 
DIRECT MAIL 


The Third in a Series on Testing and Research 


by James Connell, 


James Connell & Associates, Washington, D. C. 


REPORTER’S NOTE: 


Jim missed the deadline date last month. Pressing business commitments were to blame, 

and Jim didn’t want to do a half-baked job just to meet 

publication time. This well-documented installment arrived with plenty of time to spare, and 
conditions permitting, the series will continue without interruption. We hope you've held onto Parts | 
and Il. When the series is completed, those of you who have saved 

all installments will have a detailed guidebook to all the intricacies of list testing 


and probability. 


NOTE: Readers may have noted minor errors in typography 
in preceding sections. Since — as the editors will testify — 
the first two sections were turned in two or three days 
after the last possible deadline, | accept full responsibility 
for them. 


One, though I think I should clear up, since it’s a little 
extreme even for my casual methods. There’s a line in 
the second section that reads ll, 14, It doesn’t. But 
one minus Yo does. 

Comes now a break from theory. With the permission 
of Andy Gould of U. S. News & World Report, we can 
run in a handful of facts at this juncture. 

The tables which follow represent the results of a test 
run more than twenty years ago—so that they won't 
betray any promotional secrets. Otherwise the test report 
is ideal for our purposes. First of all, it’s factual—actual 
experience. Second, it’s not one of those rare instances 
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where fact conforms so closely to theory as to make both 
suspect. It is just such a ragged distribution as you'll 
find every day in practical work. In fact, the tabulations 
below are presented just as they were recorded——before 
adjustment for duplications, non-pays, etc.—which ex- 
plains one or two minor discrepancies in the total cases 
recorded. And finally, we have the correct total, after 
adjustment. 

To explain how the test was set up, we can hardly do 
better than to quote Gould’s own introductory words— 

The list used in this test were people who purchased 
the same product at the same price, through the same 
solicitation, so we started with a list that was, at least, 
as uniform as the average list used by mailers. 

The order cards were numbered consecutively from 
1 to 100,000. The total number of orders recorded has 
been adjusted to 2,038 or a return of slightly over 2%. 
The consecutive numbers of subscriptions were recorded 


25 





when they were received and they have been accumu- 
lated by the last two numbers. Thus. the first count below 
is made up of any orders received ending 01, 101, 201, 
etc. The next lot was composed of orders with numbers 
ending 02, 102, 202, etc. In this manner the results of 
100 lots of 1,000 each, carefully distributed through the 


list. were secured. The results are as follows: 


Ol 2 21 2 
(2 »} > 
) 


After the initial step was taken. the distribution was 
sorted out into frequencies 
# of Orders Rec etved I requency 
per Lot of 1.000 Experienced 
13 l 
14 
| ) 


lo 


Hang on to these tables if you're following this series 
or even if youre not. You can pul a lot of time into 
studying this distribution, and profit from every minute 
of it 

By the time you're finished, there will be very litth 
And a certain 
shock-proof numbness is a decided asset if you're going 


left in direct mail that will surprise you 


to spend much time analyzing test returns, 
Before we get into anything very technical, there are 
a lot of things you can pick up just by looking at the 


tables. 

Since it was specified that the list had a very fair 
degree of homogeneity—* people who purchased the same 
product at the same price, through the same solicitation 

. .” you may want to take a look at the range of 
responses from 13 to 29 orders per thousand mailed, 
or over a 100° difference in return.’ 

Since the most frequent responses tend to cluster 
around the groups which had 18 to 22 orders, casual 
inspection would give you an eycellent estimate of the 
true average return—certainly somewhere between 18 
and 22. and most likely close to 20. 

(This is especially notable since 
the distribution is a little ragged, with a distinct skew 
toward the high side. We'll get into that later.) 

And since exactly 100 lots are involved, you can take 
a look at the Frequency column, and get a measurement 
on your odds of getting a certain return from a single 
test of 1,000. 

You have only | chance out of 100 of getting 13 
orders, for instance and 1 chance out of 100 of 
90 


as | remarked 


vetting 

As you get closer and closer to the estimated average 
20 orders—your chances increase—until you have 10 
chances out of 100 of getting 18 orders, 12 chances of 
vetting 21, ete. 

But the most remarkable thing is that your chances 
of getting exactly 20 orders (assuming for the moment 
that 20 is the true average) are still only 15 out of LOO 
Or turning the statement around, if you were to test 
1.000 units, the chances are 87 to 15 (not quite 7 to 1) 
that you would not get the true average. 

On this particular list, you have 40 chances out of 
100 of getting less than the true average (add them 
up. ) and 47 chances of getting more 

Or, if you want to look at it that way, vour chances 
of getting 17 orders or fewer are just about the same 
is your chances of getting 20 orders. on a 1,000 test 

Other combinations will occur to vou as you go along. 
(nd just to indicate how much mileage you can get out 
of this sort of exercise, well check lightly into high 
school algebra again for a minute—nothing very difhcult. 

You probably remember being bored by problems 
about how many ways you can arrange five people around 

round table, etc. The same general principles apply 
here, except that we'll be using combinations instead of 
permutations, We'll work the first example out, just as 
1 reminder. After that, you're on your own for method 


ol 


OLY 
The general formula for combinations is 


This is the way in which differences in return are usually 
expressed. 1 don't like it much. In fact, the careful reader may 
ive noted that | avoid expressing anything in percentages, when 
an. Thev are a littl more difficult to handle than raw figures 

it best: and even when used with the best of intentions they can 


disastrously misleading 
The follow-up didn’t do as well as the test 


It would not be correct to use combinations if we were to at 
tempt to use these results to illustrate possible differences in 
copy testing, for reasons which we'll get into later. The whole 
subject of copy testing requires a slightly different and very care 
ful approach. To lump together lists which pulled 28 and 29 
orders, and compare them to lists which pulled 13 and 14 orders, 
then say that these are the differences which we might expect in 
a copy test, is wrong, and not because these are extreme examples 
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by PAUL BRINGE 


Upgrading 
Letter Copy 


gone month we can all join in the 
popular program, “What's My 
Line.” The competition is sponsored 
by two firms who challenge you to 
guess the products they are offering. 
One of the sponsors gives a few clues 
that will help you to a near answer in 
less than ten minutes-——the other is a 
bit more coy. 

Murray-Way Corporation tells you 
on its letterhead that it makes auto- 
matic polishing, buffing and grinding 
equipment and the letter is addressed 
to the manager of the polishing and 
buffing department. So we can be 
fairly sure the equipment they are 
offering has something to do with a 
buffing operation. Now you are on 
your own. 

Calling a product “Junior” is 
surely a clever thought. It’s general 
enough so if you want to change your 
line from nuts and bolts to women’s 
dresses you can do it and still retain 
the carry-over benefits of your pre- 
vious advertising. Such flexibility is 
not available if you follow the some- 
what old fashioned practice of using 
a name that comes even close to de- 
scribing what your product is or does. 

Suppose the Murray letter was ad- 
dressed to the manager of the nuts 
and bolts department and in the first 
sentence it referred to “. . . profits 
in your nuts and bolts operation.” 
Without any further change it would 
serve as well or as poorly as this 
letter does. 

When you write a sales letter try 
substituting the name of your com- 
petitor’s product for your own. If it 
still makes sense you have a poor 
letter—one so general that while it 
may succeed in interesting the reader 
in the type of product you are mak- 
ing, it may also send him to your 
competitor to buy—what a sobering 
thought! 

The Wisco Products letter is an 
achievement. Nowhere is there the 
slightest clue to the nature of 
“Caps and Components.” The headline 
pleased the writer because it rhymes. 
But he dragged that “save time” in 
by the ears as indicated by the ques- 
tion mark after the statement. Ap- 
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Wisco Products Inc. 


BA\ewin 8-208 


108 COMMERCIAL ST. + DAYTON 2, OHNO 


SOMETHING NEW, NEW, NEW ... TO SAVE TIME FOR YOU? 





Frankly, this is one of those “yes and no” situations with re- 
gard to the newness of WISCO Caps and Components ... but there is 


no question about our ability to save your time and money as well! 


The product itself is not new. The Company, its methods, and 
its management are new, You see, we recently purchased all pro- 
prietary rights and some tooling from another firm which has pro- 
duced these same quality items for a number of years. If you are 
an “old hand” in the aircraft industry you are, no doubt, well 
acquainted with these filler components ... now produced under the 
WISCO label. 


It is our aim to improve the breed -- so to speak -- by main- 
taining precision and reliability and, at the same time, adding 
the advantages of management efficiency and mass marketing tech- 
niques. For aircraft, missile, and ordnance applications all com- 
ponents will continue to meet applicable specifications. 


For other applications -- industrial and automotive equipment 
-- with less rigid specifications, WISCO caps can be furnished 
with cost-reducing modifications, 


And so ... whether your need is for precision to meet an ex- 
isting specification ... or for economy in less critical applica- 
tions ... it will definitely pay to check with WISCO, Why not 
drop the attached card in the mail today? With no obligation you 
can tell us of your particuler needs, 

Cordially yours, - 
- A 


Robert Wolfe 
General Manager 
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PRICES NOW. 








SPEED TYING OF OUTGOING MAIL 
SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. LET FELINS CUT YOUR 
MAILING COSTS. WRITE FOR CIRCULARS AND 


FELIN 


TYING MACHINE CO. 


3351 NN. 35th Se 
Milweau . 


BRAND NEW 
CURRENT ICCUE 


CLIP BOOK of LINE ART 


YOURS FOR 30-DAY FREE EXAMINATION 


Try it in your own office for 30 days! Puts pro 


fessional flavor into low-budget paste ups . 


saves time and money. Used by ad agencies, art 


studios, printers and industry. Dozens 
quality line drawings every month. Ready 


top 
to 


use just clip and paste! Just jot a memo on 
your company letterhead: “Send me the current 
“Clip Book of Line Art” on 30-day approval.” 


No obligation! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 3. NEW JERSEY 


OVER _ 
WORKED 


TRYING TO REACH 
THAT TYCOON? 


GIVE AHREND YOUR 
TOUGHEST PROMOTION 
JOB And watch the orders 
pour in! 

Let us create the sales idea, 
copy, and art; handle printing, 
production, and lists to 
produce higher returns per 
dollar. (Or use your pet 
printer, 1f you preter 


Single job assignn ents o1 
retainer basis 


Call Herb Ahrend 
PLaza 1-0312 


AHREND 
ASSOCIATES 


601 Madison Avenue New York 22 
Plaza 1-Oo312 


Planning Art, Copy, and Complete Production 
of CATALOGS « POSTERS «+ DISPLAYS « SALES 
LETTERS + BROCHURES DEALER AIDS 
FILMS FOR TV AND BUSINESS «+ MAILING 
LISTS +* MAIL ORDER CAMPAIGNS 











Master Copper 
Powderless 
Etching 
Machine 


Copper 
Powderless 
Etching... 


Superior printing —molding is 
now a reality in copper plates. 
Greater depth in highlight, 


middletone and shadow areas. 


HORAN 
ENGRAVING CO., 


44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 


Branch Office: Newark, N. J. 








parently he is not too sure you will 
save time though he says there is no 
question about it. He may be talking 
to himself. 

Both of these letters have many 
faults in addition to lack of positive 
product identification. But there is 
no point in trying to correct the inac- 
curacies of a rifle for which there is 
no ammunition. If these “guess which 
shell covers the pea” letters were rare 
we could forget about them. But they 
are not rare in industry. Too many 
business letter writers expect the cir- 
cular they send along to do the selling 
job and look upon the letter as a kind 
of perfunctory handshake—something 
everyone does and expects the other 
fellow to do. 

The industrial sales letter should 
have two purposes. One is to interest 
the reader and tell him enough about 
the product or service so he will want 
to examine your circular or folder 
for more facts. The second is to por- 
tray the writer’s personality so the 
reader can feel he is dealing with a 
real live man instead of a corporation. 

I believe projecting the writer’s 
personality in a letter is important 

sometimes more important than 
selling the product. These two letters 
fail on both counts and yet they are 
typical of industrial sales letters. 
Manufacturers might learn a lot from 
mail order letters which they now 
label “junk mail” and drop in the 
wastebasket. @ 


QUOTE WORTH 
NOTING 


Leonard J. Raymond, president of 
Dickie-Raymond, Boston, Mass., re- 
cently spoke before the Rochester Ad- 
vertising Club. Among other worth- 
while things he talked about was this 
bit of sage advice: 

There is a lot of thoughtlessly prepared, 
shoddily produced direct mail. I hate the 
words ‘junk mail,’ but, let’s face it, there 
is such stuff, too much of it. Perhaps some 
of it will be killed off by postage and 
production cost increases. But the kind of 
direct mail we're talking about here today 
will stand the half-cent postage increase 
coming up July 1, just as it took the half- 
cent increase of a year ago. Properly pre- 
pared direct mail will continue to thrive 
because it produces what we like to call 
direct results. . . . Other than the half-cent 
increase voted last year . . . there will be 
no postage increases voted this year, in 
spite of the current teapot tempest in 
Washington. @ 





TYPO! Printed notice at the bottom of 
a restaurant’s sales checks: No Cashier. 
Please Paw the Waitress. 
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Tobacco, tennis rackets, tea sets... whatever you print will look 
sharp and clear on Hammermill Opaque. The distinctive, radiant 
whiteness of Hammermill Opaque shows off your product illustra- 
tions in sharpest detail. Three finishes—Pearl, English and Vellum. 
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HAMMERMILL OPAQUE IS OPAQUE there is 


no objectionable show-through when you print both sides of the sheet 
That means you can use lighter weights for mailing pieces and save 
money on postage. This insert reproduced by offset on Hammermill 
Opaque, substance 70, Vellum finish. Press speed 3000 per hour, press 
size 42 x 58, sheet size 39 x 57. Hammermill Opaque in English and 
Pearl finishes, too. Hammermill Paper Company, Erie, Pennsylvania 
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Fourth in Series 
Of Top Campaigns 
Now in Distribution 

New York—Headquarters is cur- 
rently distributing to all DMAA 
members a copy of portfolio #4 of 
the “Adventures in Selling” series of 
prize-winning direct mail campaigns. 

The packet contains actual samples 
of material distributed as a promo- 
tional effort by Cessna Aircraft Co. 
Like all other portfolios in this series, 
it has been chosen from the list of 
1959 Direct Mail Leaders. A sum- 
mary of the methods 
employed and results of the campaign 
appears on the portfolio jacket. 

Published by The Reporter of 
Direct Mail Advertising, the packet 
is one of six scheduled for free dis- 
tribution to DMAA members within 
a 12-month period. Additional copies 
are available at $1 each. 

Previously distributed portfolios in 
this series have dealt with campaigns 
launched by General Foods Kitchens, 
Bank of America and Stran-Steel. 

Direct mail users have reported 
these packets to be uniquely valuable 
to them since each portfolio repre- 
sents a complete case study and 
analysis of the campaign involved. 

Actual reprints of the original 
material used are included in each 
case, both black-and-white and full 
color specimens, enabling the recipi- 
ent to lay the full campaign out in 
front of him and to study the impact 
of each individual unit as well as of 
the complete campaign. 


Two Workshops Set 


For Next Season 

New YorKk-——Two workshops have 
been scheduled to meet at the Plaza 
Hotel here in the early Winter. 

On Nov. 15, a Letter 
Workshop will convene under the 
chairmanship of Arthur E. Burdge 
of Young & Rubicam. A Financial 
Workshop, set for Nov. 29, is in the 
early stages of organization. 


objectives, 


Business 


Calendar of Events 
AUGUST 
1 New York, N. Y.—Deadline for en- 
tries in "60 Direct Mail Leaders 
Contest. 
SEPTEMBER 
New York, N. Y. —Seminar for 
Australian public relations group, 
Baruch School, CCNY. 
OCTOBER 
9-13 Miami Beach, Fla.—43rd Annual 
Convention, Americana Hotel. 
NOVEMBER 
15 New York, N. Y¥.—Business Letter 
Workshop, Plaza Hotel. 
29 New York, N. ¥.—Financial Work- 
shop, Plaza Hotel. 
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MEN AT WORK — Members of the Program Committee for the 43rd Annual Convention con- 


e in anticipation of the October sessions. L. to r., 





template some local Miami Beach atmosph 


Maxwell Ross, Old American Insurance Co.; T. V. Bihler, The Journal of Commerce; Bob Dale, 
Creative Mailing Service; Bob Delay, DMAA; local atmospheric miss; Harry Hites, Kiplinger 
Washington Newsletter; Bob Bonebrake, Tension Envelope Co. 


Copy Torture Chamber Among Innovations 
Sparking Program at Annual Convention 


Miami1 BeacH—A “copy torture 
chamber,” in which 10 outstanding 
experts will pull apart sacrificial spe- 
cimens of direct mail copy, is just 
one of a number of program innova- 
tions that will feature DMAA’s 43rd 
Annual Convention. 

Described by the program commit- 
tee as “new, different, educational,” 
the critical session will take place on 
Wednesday, Oct. 12, next to the final 
day of the three and one-half day 
get-together. 

Members of DMAA are invited to 
bring with them samples of cam- 
paigns or of individual pieces which 
they are prepared to have evaluated 
and criticized in public by the panel 
of authorities. 

The outstanding success enjoyed 
by a program feature called “The 
Wonderful World of Direct Mail,” 
presented at DMAA’s West Coast 
Conference in May, has led to a deci- 
sion to repeat its presentation here. 


Again directed by Sylvia Simmons 
ot McCann-Erickson and Joan Throck- 
morton of Sports Illustrated, the 
feature will be presented on Monday, 
Oct. 10. 

“Town Hall,” described as an open 
forum on direct mail problems, will 
highlight activities on Tuesday, Oct. 
11. Chaired by Maxwell Ross, adver- 
tising director, Old American Insur- 
ance Co., the session will also 
schedule ample time for discussion 
of questions raised from the floor by 
those in attendance. 

Three concurrent discussion groups 
of interest to special users of direct 
mail will take place Wednesday after- 
noon, They will be devoted to the 
problems of mail order photo finish- 
ers, the Florida Express Fruit Ship- 
pers Assn., and the Mail Order 
Nurserymen’s Assn. 

All sessions of the DMAA Conven- 
tion will take place at the Americana 
Hotel here. 





Savings Bond Slogans 
Available for Use 
on Reply Envelopes 

WASHINGTON A unique oppor- 
tunity for users of direct mail to 
cooperate with the U. S. Treasury 
Department in promoting the sale of 
government Savings Bonds is being 
made available through DMAA head 
quarters. 

The plan embodies the use of any 
one of a set of standardized slogans 
to be imprinted on the reverse side 
of business reply envelopes sent out 
by advertisers in their mass mailings 

Since the additional imprint may 
be run in the same color as_ the 
address and indicia on the face of 
the envelope, this procedure enables 
advertisers to help give wide pub 
licity to U. S. Savings Bonds at no 
additional cost to themselves. 
example. 


One such slogan, for 


printed from a slug made available 
through DMAA 


**Strengthen 


to an advertiser 
headquarters, 
America’s Peace Power with U. 5S 
Savings Bonds.” Neatly laid out and 
well handled typographically, it occu- 
pies a space of less than 1” x 1!5” 


reads 





Last Call for 
Contest Entries 


Direct mail practitioners are 
reminded that less than 30 days 
remain to submit their entries for 
the 1960 Direct Mail Leaders 
Awards contest. 

Prizes in some 60 categories. as 
well as the Gold Mail Box, sym- 
bolic of the best of all entries. 
will be awarded at the Miami 
convention. 

Entries close Aug. 1, Details are 
available at DMAA headquarters 











at the bottom of the reverse side of 
the mailers’ business reply envelope 

Full details, a set of printed sample 
slogans from which the advertiser 
may choose, and the slugs themselves 
are available through New York 
headquarters of DMAA. 

Advertisers using this procedure 
are requested to notify Harold Mas- 
ters at the Treasury Department of 
their action and to send him samples 
of their business reply envelopes on 
which the slogans are used. 


Early Returns Point 
To Success for 
Shoe Leather Day 

New YorK—wScattered early re 
turns reported to DMAA 
headquarters as these pages went to 
press indicate that “Shoe Leather 
Day.” June 15, reached its major 
objective—the signing of a large 
number of new DMAA members. 

\ complete report of community 


national 


achievements along these lines will 
be published here next month. 

One of the factors holding up final 
returns was the inability of state and 
citv leaders to call upon all of their 
large number of prospects on the one 
day 

Che June 15 membership recruiting 
project came as the culmination of 
several months of intensive prepara- 
tory work, 

During that period, members in all 
parts of the country submitted names 
of close to 5.000 prospects, Headquar- 
ters then forwarded membership 
solicitation material, on a carefully 
scheduled basis, to each of those 
prospects, preparing them for the 


June 15 visits. 


Teachers, Students Exchange Ideas at Illinois U. Seminar 


Ursana, Ill—Direct mail “stu- 
dents” from 20 states, some from as 
far west as California, heard Prof. 
Arthur Upgren of Macalester College. 
St. Paul, predict that the U. S. econ- 
omy will enjoy a continuous rise 
till 1970. 

His two lecture sessions on “Busi- 
Direct Mail 
Advertisers” were among the high- 
lights of the DMAA-U. of Illinois 
Direct Mail Advertising Institute held 
here June 5 through 10. 


ness Economics for 


\ national economist who has 


worked with government 
taught at Dart- 


warned his 


agencies 
and who formerly 
Prof. 
listeners to “beware” of what may 
happen to the economy in the years 
following the end of the 
decade. 


mouth. { pgren 


present 
Other academic representatives 
chairing sessions included Carles H. 
Sandage, head of the Dept. of Adver 
tising, School of Journalism and Com- 
munications; Hugh W. Sargent, Asst. 
professor of Advertising: and John 
T. Maguire, Asst. Professor in Busi- 
ness English. all of the University of 
Illinois. 

Among the business world “teach- 
ers,” Howard Wilson, vice president 
of Kenyon & Eckhardt, New York. 
agency 


outlined the methods his 


FACULTY AND STUDENT BODY — The teachers and the students, too numerous to identify 
individually, line up for an academic portrait following sessions of the five-day DMAA 


seminar at the University of Illinois 


employs to solve its clients’ direct 
mail problems 

K&E, he noted, has incorporated 
direct mail directly into its creative 
structure. By placing its direct mail 
writers in its groups with other client 
service personnel, it provides a closer 
working system, 

George Cullinan, president of The 
George Cullinan Organization, Chi- 
cago, was the featured speaker at the 


banquet on the final evening of the 
seminar. His advice was to “be proud 
of direct mail advertising.” 

In a communication to DMAA 
headquarters following the close of 
Ander- 


university s 


the institute’s sessions, C. R. 
son, chairman of the 
Dept. of Business English, wrote: 

. the Institute was at least one 
of the best. if not the best, we have 
ever had.” 
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DIRECT MAIL ADVERTISING 
AND SALES IDEAS 








REPORTER REPRINTS 


HENRY HOKE LIBRARY 





Reprints 
articles from 


Idea-Stimulating 
Direct Mail 


of Fact-Filled and 
The Reporter of 


Advertising: 


1 


19 WAYS DIRECT MAIL CAN BE PUT TO 
WORK IN YOUR BUSINESS: A check list. Find 
out how many of the 49 ways you can use in your 
business .. 10¢ 


HOW IMPORTANT IS GOOD LETTERHEAD 
DESIGN ? Let Joseph Koelbel of R.O.H. Hill, Inc., 
New York tell you how to improve your letter- 


head .... 25 


HOW AN EXCLUSIVE RETAIL SHOP USES 
DIRECT MAIL SUCCESSFULLY: Gives a com- 
plete direct mail program used by Lynn’s Dis- 
tinctive Apparel Shop, Peoria, Illinois. Can be 
adapted to other retail stores ‘ 

SOME PLAIN THINKING ABOUT DIRECT 
MAIL: Four formulas on how to make your direct 
mail better. An outline for thinking ‘ 


CAN YOU MEASURE DIRECT MAIL beyond 
usual method of counting reply cards? Yes .. . 
thru readership studies. Leonard Raymond of 
Dickie-Raymond, Boston, reports of 5 studies giv- 
ing results and illustrated material 


INDUSTRIAL DIRECT MAIL—Agency man Bob 
DeLay, Waidie & Briggs, Chicago shows results of 
i direct mail programs for clients plus readership 
results of each. Mailings illustrated . 25 


CHECKLIST FOR SELLING ... This is a 50 step 
method used by Old American Insurance Co., 
Kansas City, Missouri for making sure (ahead of 
time) that their direct mail package (envelope, 
letter, business reply, order form) is complete 
and well designed. It’ll help you prejudge your 
own direct mail .... 25¢« 
HOW GOOD ARE RETAIL MO CATALOGS? 
Lester Harrison tackles the subjects with figures, 
common sense and reasons why. You'll learn why 
top retailers consider this “department” essential 
to profits. 5 pages . 35 

HOW A MECHANIZED PUNCH CARD SYS- 
TEM CAN HELP FUND RAISING BY MAIL. 
Basic information if you are faced with problems 
of volume addressing, tabulation, record keeping 
and follow up 25¢ 


HOW CUSTOMIZED DIRECT MAIL HELPED 
DOUBLE DALE CARNEGIE ENROLLMENTS 
IN THREE SHORT YEARS. Tells how to win 
prospects and influence specific market groups. 
Letters given .. 25¢ 
AN UNUSUAL SALES PROMOTION SERVICE. 
KGA’s (NYC advertising agency) story about Ta- 
lon and Crown Cork campaigns. Pieces illustrated. 
Gives well planned sales promotion and merchan- 
dising programs. 8 pages of helpful information. 

50¢ 
HOW DO WE GET THERE FROM HERE? Whit 
Hobbs, copy chief, BBD&O, N. Y. thinks there are 
six things wrong with the advertising business 
and tells what he’d like to do about it. Enjoyable 
reading 


Can be purchased separately or in a complete 


package enclosed 


in an attractive green Case 


Binder for your desk or library shelf. 
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DOGS THAT CLIMB TREES: A personal ad- 
venture story, telling how one man (Henry Hoke) 
undertook the job of learning through trial and 
error the fundamentals of direct mail advertising 

$1.00 


HOW TO GET THE RIGHT START IN DIRECT 
ADVERTISING BY HARRIE BELL: This is the 
best textbook or outline available for training 
beginners in direct mail ABC’s 


HOW TO THINK ABOUT DIRECT MAIL: In five 
easy to read sections, it gives the basic essentials 
for the successful use of direct mail $1.00 


HOW TO THINK ABOUT LETTERS BY 
HOWARD DANA SHAW: A reprint of thirteen 
thought provoking articles by the Philadeiphia 
letter writing expert $1.00 


HOW TO THINK ABOUT READERSHIP OF 
DIRECT MAIL: What is a normal result percent- 
age from direct mail? Ranges from zero plus to 
100% minus 


HOW DIRECT MAIL SOLVES MANAGEMENT 
PROBLEMS: Direct mail isn’t worth considering 
unless it actually solves for you a specific manage- 
ment, promotion, publicity or sales problem. $1.00 


HOW TO THINK ABOUT SHOWMANSHIP IN 
DIRECT MAIL: This study has helped many 
people to do a better job with their direct mail, 
whether it be simple or elaborate 


HOW TO THINK ABOUT MAIL ORDER: This 
important study explains exactly what “mail 
order” is. It gives the opinions of a score of com- 
petent experts in the field attempting to 
define “the real secret of success” $1.00 


HOW TO THINK ABOUT PRODUCTION AND 
MAILING: Contains an outline for training pro- 
duction and mailing supervisors. A 16-page sup- 
plement included free on list building, buying, 
renting and maintenance. ................ $1.00 


HOW TO THINK ABOUT INDUSTRIAL DI- 
RECT MAIL: Months of surveying uncovered the 
theories, opinions and case histories of hundreds 
of practitioners in industrial advertising ... $3.00 


1 complete set of ten direct mail books packed in 
Library Case Binder at ca 


4 : 13 
7 20 21 22 
5 27 28 29 30 31 


16 1 
-...8 
(} Send me your quantity price sheet. 

] I’ve checked items wanted above and am en- 

closing check in payment. 

The Reporter of Direct Mail Advertising 
224 - 7th Street, Garden City, N. Y. 
Company 


Name 





When Product Differences Are Slight 


There’s a lively discussion under 
way in this department. 

\ couple of issues back we had 
some things to say about the use of 
direct mail to promote a_ product 
which differs only slightly from what 
competition offers. 

One of the points made was 
PREPARE YOUR DIRECT MAIL CARI 
FULLY SO IT CONVINCES THE BUYER 
YOU HAVE HIS INTERESTS AT HEART. 
Which is not an easy thing to do. But 
it is being done, and very success- 
fully. Simply saying “We are here to 
serve YOU” isn’t enough even though 


you is capitalized. 


Consider The Printing Business 


Competition is keen among printers 
Every printer has type and ink and 
presses, and can get any kind of 
paper a job requires, The differences 
in printing are in quality of work 
and price. Delivery also enters the 
picture. In their direct mail, printers 
mostly make unqualified statemenis of 
quick service, good quality and low 
prices. Buyers have heard these terms 
so often they slide off their minds like 
water off a duck. Few printers go to 
the trouble to spell out what these 
generalized terms mean. 

MADISON COMPANY of Detroit is the 
exception. This offset printer is not 
content to keep its name in front of 
propects by mouthing SERVICE-PRICE- 
QUALITY. Here’s copy from one of its 
mailers: 

There’s an old saying in the printing 
business that customers want their printing 
jobs delivered yesterday. Some printers 
complain about not being given enough 
time on a job. We don’t. Of course, we 
can't reverse the clock, but we can come 
as close to it as humanly possible 

The attached folder is a case in point 
Copy and art arrived January 27. Silver 
print proof was on the customer's desk the 
same afternoon. He okayed it at once and 
the finished job of 4,500 folders was de- 


livered at 3 p.m. January 28. 
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“Reed-able Copy” 


A Morthly Clinic Conducted by Owwill7 Red 


Madison Company believes that a 
good way to convince a buyer you 
have his interests at heart is to give 
him case histories—present proof that 
your service is out of the ordinary 
and suits his needs. 

If you hope to convince a buyer 
that you have his interests at heart 
you've got to put yourself in the 
buyer’s position, find out what his 
problems are and then show him how 
doing business with you offers a 
solution. 

That should be obvious. But many 
users of direct mail are often so in- 
terested in generalized bragging they 
overlook the needs of the prospect, 
and spend their direct mail budget 
talking about themselves. 


What Others Say 


(nother way to convince a prospect 
that you have his interests at heart 
is to quote what buyers say about 
what you have done for them. 

When the Joe Doakes Company 
says what you offer him in the way 
of personal service is out of this world, 
it means much more than your saying 
the same thing. 

When possible, quote letters from 
satisfied customers to back up the 
points about service superiority you 
make in your direct mail. 

There’s an art to the use of testi- 
monials. Simply quoting the words of 
a customer who says “We like your 
service” is less effective than detail- 
ing HOW you have kept a delivery 
promise. 

What others say about you is con- 
crete evidence. What you say about 
yourself is often looked upon as simple 


bragging. 
Makes A Virtue Of Smalliness 


One company selling a highly com- 
petitive product gives prospects a rea- 
son to believe it has their interests 
at heart by making a virtue of being 
small: 


WE'RE NOT GIANTS . ... you'll be glad 
to know. It may seem odd to you that we 
talk about being small in these days of big 
business, big politics, the big arms race, big 
everything. 

Being small, your orders get personal 
handling here. We're fiexible enough to go 
sled length to see you get what you want 
your orders won't get 


in an emergency .. . 
every order gets the 


lost in the shuffle... 
personal attention of a principal of our 
company. 

It all adds up to a group of happy and 
satisfied customers. We hope you'll join 
them. 

You'll find our products live up to or go 
beyond the specifications of the big boys. 
Prices? Just get our quote on your next 
order. It will tell you that story better than 
any claims we might make here. 


Sells Personal Attention 


A dealer in wire and cable shows 
it has the interests of the buver at 
heart in this way. (Quoted from a 
sales letter.) 


All our time, effort and talent are con- 
centrated on just two lines. Our main con- 
cern is keeping customers happy with the 
service and products they get from us 

Even the smallest order, such as cutting 
small lengths for a rush job, is given the 
same painstaking attention as the bigger 
jobs, even if we lose money on the trans- 
action. This isn’t being philanthropic. It’s 
just good business. Your goodwill is more 
important than any profit on any one order 


Sells The Salesman’s Ability 


Still another 
sales representative in_ its 


company sells _ its 
direct 
mail: 

He’s in a position to understand and 
interpret to our craitsmen your every want 
and need. Let our salesman show you the 
fastest way to do the best job most econ 
omically. 


More Than “Benefits” Needed 


Of course it is important to sell 
the benefits of your product or service 
and give a prospeci facts about what 
it will do and how it does it. 

But when the benefits you offer can 
be matched by competition, your pro- 
motion needs something else to be 
successful. 
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A letter from a company to farmers 
puts it this way: 


It is perfectly obvious that your fortunes 
and ours are tied directly together. As you 
prosper, so do we. We want you to know 
that we are doing all in our power to help 
you make more money. 

This letter comes to you in the spirit of 
helpfulness. All we ask is that you test 
this plan. You're the sole judge. If we can 
help you we have made a friend and a 
customer. And we both get ahead faster. 


Call it what you will. Goodwill. 
Creating a buying atmosphere 
devoting a part of your promotion 
budget to the job of convincing a 
buyer you have his interests at heart 
pays off. 

The promotion philosophy we've 
been talking about may carry the tag 

IMAGE BUILDING. Stripped of 
its Madison Ave. verbiage it simply 
means creating a friendly buying at- 
mosphere that makes a prospect want 
to do business with you. @ 


TESTING: 
ARITHMETICK FOR 
DIRECT MAIL 


(Continued from Page 26) 


This, like most mathematics, isn't 
nearly as formidable as it looks.* 

“C” stands for the number of dif- 
ferent combinations, “n” stands for 
the whole number of things you have 
to work with and “r” stands for the 
number of things you want to take at 
one time. n! doesn’t indicate surprise 
or consternation; it’s just shorthand 
for what might be a very long ex- 
pression. 5! for instance, means the 
product of 5x4x3x2x 1. 

There are 40 groups which pulled 
fewer than 20 orders. The number of 
different combinations you could get 
out of these forty—or the number of 
different tests of 2.000 each vou could 
run, and still get fewer than 20 orders 
per thousand, 40 per test—is figured 


like this. 
10 


x 59x: 
2tt ti 


40°2 


You get these figures because 
equals 40, r equals 2, n-1 equals 3 
etc. And since you have the series ; 
x 37... 1 in both the numerator 
and the denominator, you can cancel 


*I said it was easier than it looked. 
Actually, any college algebra will explain 
in detail and, an acquaintance with per- 
mutation and combination is not only a 
source of simple pleasure, but a distinct 
asset in this business. 
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them out in both places, thereby 
saving a tremendous amount of work.* 


That leaves you with 


40x 39s: 1560 


——— = == 780 


2x1 2 


Which is to say that you can get 
780 different tests of 2,000 each, with- 
out using a single group that will 
pull 20 or more orders. 

Using the same method, you can 
figure out for yourself that there are 
1.081 different combinations of 2,000 
guaranteed to average 21 orders per 
thousand, or more. 

You can figure out the complete 
number of 2,000, 5,000, 10,000 com- 
binations possible for yourself too. 
You'll find it interesting. (And I 
would like to point out—even though 
I have already spoken kindly of list 
brokers and list owners—that with 
the number of possible combinations 
reaching into the thousands, it is not 
necessarily malice on the part of a 
supplier that leads to discrepancies 
between test and follow-up returns. | 

One of the advantages of this dis- 
tribution is that out of these thou- 
sands of combinations it is possible to 
pull random samples of 2,000, 5,000, 
10,000 units, etc. Using them, the 
reader can check the accuracy of the 
“test samples” against actual experi- 
ence. We'll hold this for the next 
issue. 

Listing the actual results before 
we get to the theoretical predictions 
we could have made is bad form for 
an author of course. It certainly de- 
prives me of the usual pedagogical 
ace in the hole, and may well cost me 
my card in the experts union. 

However, since the reader may 
want to do some work on the actual 
raw figures himself. and familiarize 
himself with them, we'll defer the 
theoretical predictions. Better that 
the reader should be grieved by the 
ragged and unruly problems of fact 
before he is gratified with the ease 
with which he can learn how to cope 
with them. @ 


“What's yours, sir?” 
“Puffo cigarettes, please.” 
“One pack or a carton?” 
“One pac Ny 

“Regular or king-size?” 
“King-size.” 

“Plain or filter tip?” 
“Filter tip.” 

“Package or box?” 
“Package.” 


“Sorry, we're out.” 


From: Phoenix Flame, bi-monthly house 
magazine of Phoenix Metal Cap Co., 2144 
W. 16th St., Chicago 8, Il. 








Be A 


Bortor 
of 
@nomatology 


TELL Guild about any lists 
you have of 25,000 or more 
names. 


GET the facts from Guild 
about all of the extra money 
that your list can make for 
you. 


ENJOY the rewards of Guild 
Service as you display your 
Doctor of Onomatology 
degree. This degree in the 
science of names is on the 
“visitor's side” of the ad-free 
July 1960 to June 1961 
standing desk calendar which 
we have ready to send to you. 


Write to 
Guild Service 
160 Engle Street, Englewood, N. J. 


Charter Member National Council 
of Mailing List Brokers 





10-DAY SHIPMENT 


STOCK CARBON-INTERLEAVED SNAPSETS 
Imprinted with company name 


Write for samples and prices on any of the following 
w send for our 1960 catalog 


BILLS OF LADING 


INVOICE SETS FORMS 

ORMS 
OTA NT Ts 
VATEMENT SE WEEKLY EXPENSE 
VOUCHER CHECKS FORMS 
REQUEST FOR 
QUOTATION wW-2 TAX FORMS 
PURCHASE ORDER REGISTERS & REGIST 
FOLLOW-UP FORMS 


RECEIVING & REQ 


(<7 
BUSINESS FORMS 


Designed for efficiency and economy 


Allwood P. O., Clifton, N. J 











PURCHASE ORDER SETS 


ORRESPONDENCE SETS 





A 
“IDEA” LETTERHEADS 


SEND FOR FREE CATALOG 


Carey can solve 
speedily 
and economically. Ou 


BIG RUN ‘2. 
CATALOG 22" 
PROBLEM? 
CALL 
CAREY 


OFFERING 
P. I. DEALS 


budget requirements 


Call Arthur Friedmar 
Sales Manager 
CHickering 4-1000 


CAREY PRESS 
CORP. 


406 W. 31 St., N.Y 





to mail-order and premium distributors 
We can insert your promotion pieces in 
our pockages. You pay only for results on 
@ per inquiry received basis. Several hun 
dred thousand packages shipped each 
month. Write to 


Advertising Department, Room D 


VITASAFE CORP. 
15 W. 61st St New York 23, N.Y 





colorfully 


meet your deadline and 








Direct Mail PROBLEMS SOLVED 


s From creation of single preces or cam- 
@ poigns to design and layout of complete 


@ Private production plants. Write 


+ BERNARD A. ROSS 
+ DIRECT MAIL CONSULTANT 
@ 1427 Lucas St. Lovis 3, Mo. 





An Ad Agency that loves DIRECT MAIL 


Many agencies don't want to monkey” with 
MAILVERTISING. (Some don't have the know- 
how). Direct Mail is no stepchild here! We co- 
ordinate space advertising with it. 


“Chat Fellow Bott” ™ 


Leo P. Bort, Jr., 64 E. Jeckson, Chicago 








A DECEPTION 
UNCOVERED 


\ number of Reporter readers are 
incensed over a letter received from 
a Union Pencil Co. of Yonkers, 
N. Y. It appears to be personally 
typewritten but was an offset letter 
with name and address typed with 
matching IBM executive face. The sig- 
nature of “Helen Turner” also proc- 
The letter reads: (after 


essed. name, 


address and salutation) 


Recently, we received an order for 


pencils from a firm similar in name to 
yours 
In error, we pulled your name and ad 
dress from our inactive file and ran an 
order of 576 printed wood pencils. 
Should you be abl 


we will bill you at the 


lo use these pen ils 
price of .04 each 
and include a free Timex watch for your 
cooperation 

We repeat—this error 
no obligation to buy. 


was entirely ours 
and you are undet 
However, if you wish us to ship the 
indicate your OK below and we 


will comply 


pencils, 
Very truly yours, 
(Miss) Helen Turner 


PLS. The pencils are 
mprinted in blue on 2 


white and have your 


name and address j 


} 
lines 


The letter at first glance appears to 
be genuine . . . but none of the re- 
‘ ipients could remember being a cus- 
tomer of the pencil company and 
wondered how they got on the in- 
active file. 

After seeing a number of specimens 
of the letter 
locations, The Reporter can only con- 


clude that this is a deceptive method 


from widely separated 


of trving to obtain new business. The 
proof of a deception is in the number 
of 576. It isn’t possible for the same 
mistake to 
many scattered instances. 

called Yonkers. Talked to a 
At least we think 
(Admitted there'd 
iround the 


identical happen in so 

so we 
Don Smith in sales. 
Don Smith. 
little excitement 


place ie oc few 


it was 
been a 
nasty newspaper 
editorials and a call on the president 
by the Better Business Bureau. As of 
June 1th, no more deceptive letters 
have been mailed, even though 
strangely enough “the letter worked.” 
Union people feel genuinely sorry to 
backed this 
and agree this is a pretty poor way 
to make a buck. Worse vet, the hunch 


is that it wouldn’t set any records for 


have been into corner. 


repeat business. So it’s a dead letter. 

This method of using the mails is 
in complete violation of the Code of 
Ethics of the Direct Mail Advertising 
Assn. believe, of the 


and also, we 


Premium Manufacturers Assn. 

If any of you readers receive simi- 
lar letters, write a protest to the 
company and send a copy (with orig- 
inal solicitation to your local Better 


Business Bureau. @ 


A SUGGESTION FOR 
HANDLING NIXIES 


Reporter reader M. B. Kanter, pres- 
ident of the Andrew Technical Supply 
Co. recently sent us a carbon of a 
letter he’d sent to Chicago Postmaster 
Carl A. Schroeder. The letter detailed 
his suggestion on how the Post Office 
could better handle nixies to the bene- 
fit of both the mailers and the Post 
Office itself. Think you'll be interested 
in what he has to say: 

“The designations on nixies do not 
properly explain “non delivery.’ for 
the following reasons: 

“1. Moved, left no address. In the 
case of a firm, over which an indi- 
vidual is addressed, how is it possible 
to ascertain whether the individual 
has simply moved on or the company 
has moved on? 

“2. Unknown. Where an individual 
is addressed over a company address. 
how does this designate whether the 
individual is unknown or the com- 
pany itself is unknown? 

“8. Relused. How is it possible to 
ascertain this has been re- 
fused by company policy or has been 


whether 


refused because the individual is no 
longer there? 

“10. Unclaimed. 
nothing at all. 


As far as we can 

see, this Un- 

claimed by company or person? 
“The information given on the en- 


velope when it comes back does not 


means 


indicate, nor is it possible to ascer- 
tain. on mail addressed to people at 
their places of occupation, over the 
company name, whether the indi- 
vidual is no longer there, or unknown, 
or whether the company itself has 
moved on or discontinued. 

“It should be obvious that when a 
company has moved on, the mailer 
will automatically pull every name 
that he has on his list for that par- 
ticular company at the address, elim- 
inating subsequent dead mail for that 
location. 

“The following designations would 
clear up the entire matter without 
any trouble. 

)} Firm Removed 
Person Not There 
Refused, Firm Policy. 

“For example, if the first item is 

checked “Firm Removed,” and we 


THE REPORTER OF DIRECT MAIL ADVERTISING 





had twenty people at that address, 
we will naturally pull out all twenty 
and discard them. 

“Since the Post Office is handling 
millions of pieces per year under 
Third Class Permit, and the mails are 
loaded down with would 
seem imperative to use nixie designa- 
tions which are precise and fully de- 
scriptive. Only in this way can mail- 
ers like ourselves properly clean their 
lists to relieve the Post Office of the 
heavy burden of extraneous mail.” @ 


nixies, it 


NEW SPACE 
SAVING METHOD FOR 
CATALOG PRINTING 


Many years ago, before World 
War II, the late Ralph Coxhead gave 
us a personal demonstration of how 
his VariTyper composing typewriter 
could be used for setting any simple 
directory Ralph had 
developed a rather complicated board 
with pins in it on which you could 
position punched cards which carried 
at top a line or two of catalog or 
directory information. When the 


or price list. 


board was filled a photograph was 
made of the entire sheet to be repro- 
duced (either by letterpress or lithog- 
raphy). The idea was simple, but it 
did not into the commercial 
graphic arts field until just recently. 
Since its first development by Ralph 
Coxhead it has been in continuous 
operation with the U. S. Government. 
principally by the Army and Navy. 
But now the VariTyper Corporation, 


get 


JULY, 1960 


720 Frelinghuysen Ave., Newark 12, | 
N. J. (which is now owned by the} 
Addressograph-Multigraph Corp.), is| 
now introducing a perfected machine 
called “FotoList Camera.” The data 
cards of the directory listings are 
typed on standardized punched cards. 


They can be selected from the file 
drawers for any particular job. The 
selected cards are then placed in the 
camera and are automatically put in 
position for the full-page photograph. 
It is claimed a single drawer file of 
cards, used in the process, can elimi- 
nate a ton of metal type together with 
its cost of setting and composing. 
\fter the original cards are made and 
filed, further proofreading is elimi- 
nated, because the camera does not 
misspell or make typographical er- 
rors. This “new” processing develop- 
ment should be a _ boon to list 
compilers and directory publishers. 
Write to the company for particu- 
lars. @ 


EUROPEAN 
COUNTERPART OF 
MASA FOUNDED 


26 firms representing 11 European 
countries met in Paris recently to 
found the European Association of 
Direct Mail Houses. Officers for the 
newly organized association are: 

President—Fernand Hourez, Bod- 
den & Dechy, Belgium. Vice presi- 
dents — J. deWit, Holland, Daniel 
Verge, Bottin-Adresses, France. Sec- 
retary-treasurer—Emil Alder, A.W.Z. 
Switzerland. Advisor-—John Merrick, 
Chadwick-Latz, Great Britain. 

Creation of the new association is 
due to the efforts of Ernst Koop of 
Adressen-Verlag Koop, Dusseldorf, 
Germany. A similar association was 
started in 1932 by Pierre-Georges 
Bastide, but was disbanded during 
World War II. Mr. Bastide was post- 
humously named honorary president 
of the new association. 

They will meet again on September 
26th in Italy to adopt laws and regu- 
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scissors 


Pe 


TINY in size 
TINY in price 
BIG in popular 


these 
perfectly 


scaled-down 
MINIATURES 


REALLY & 
aN 


NEW 
screwdriver 


jack 
knife 


cracker “ 


Authentic metal exact in ee ers 
detail; fascinating to use... these x snips 
miniatures are ‘cast-assembled”’ in ear 

one operation by GRC’s exclusive 

patented “INTERCAST” process. Natural bright 
finish or brass plated. GRC also die casts and moids 
special small parts to order; ask for 

special bulletins 

Write, wire, phone TODAY, for 


samples and prices of GRC metal 
miniatures. ICM-1R-2 


GRIES REPRODUCER CORP. 


World's Foremost Producer of Small Die Castings 
11 Second St., New Rochelle, N.Y. NEw Rochelle 3- 








“YOULL FEEL LIKE A 
KING WITH YOUR 
“BENNY!” 





Your advertising may win a 
“Benny” —the “Oscar” of the Print- 
ing Industry. Nine “Bennies” and 
three $1000 cash awards will go to 
winners in the P.I.A. Self-Advertis- 
ing Competition. Contest closes 
September 30, 1960. = 
46 





Write for rules and entry blanks! 
PRINTING INDUSTRY OF AMERICA, INC. 


5728 Connecticut Ave., N. W. 
Washington 15, D. C. 


@ a 














LOOKING FOR 
NEW PRODUCTS 


to sell to our lists of Vitamin 
buyers. Several million names 
available. Write to Product 
Development Department. 


VITASAFE CORP., ROOM E 
15 West 61st St., New York 23, N. Y 











CARACAS — VENEZUELA 


SISTEMAS POSTALES 


(Compiler & List House) 


are the only speciolized Direct Mail 
firm in Venezuela. 

have 80,000 pilates with up-to-date 
business and professional names cilas- 
sified geographically and alphabeti- 
cally. 

guarantee 95% deliveries. 

have a workshop. 

cover the whole Venezuelan territory. 
will be very pleased to furnish cota- 
logues and information. 


SISTEMAS POSTALES, EDIFICIO IMPERIAL, 
PLAZA CANDELARIA, CARACAS, VENEZUELA 











DOES YOUR MAIL 
BRING ACTION? 


If not it’s time to look closely ot everything 
you are doing lists, copy, format, offer 
and sales strategy. Briefs from Bringe, oa 
monthly newsletter of direct mail talk 
ntended to nudge you with tales of what 
Ythers ore doing to improve results 

if you don’t mind an occasional low-voiced 
commercial, you'll enjoy the four minutes 
>f chatter with an idea here and there that 
you can use. Costs nothing. Write today 


PAUL J. BRINGE, INC. 


229 E. Michigan St. 
Milwaukee 2, Wisconsin 








WANTED TO BUY 
M. 0. BUSINESS 


Long-established specialized mail order 
company wishes to diversify by purchas- 
ing another mail order business. Will 
investigate thoroughly, so please provide 
factual information ht from start. 
Will also consider purchase of product 
suitable for M. O. promotion. Reply in 
confidence through our adv. agency, 
Robert Aronson Associates, inc., 651 
Boylston Street, Boston 16, Mass. 








WEST COAST MAILING LISTS 
Business & Consumer 
List Broker & Compiler 
Write for Catalog 
Boynton & Staff Inc. 
420 Market St., San Francisco 











Copywriting Studio 
Confidential Work 


Add ovr copy experts 
fo your staff—but nof 
fo your poyroll—get a 
top creative team for a 
pre-ogreed token fee. 
Persuasive Communication 
any kind — any medium 


MU 3-1455 


270 madison ny 16 





lations to govern member firms. 


All firms interested in producing, 


selling and using mailing lists and 


direct mail are invited to join the 


Association. Write to Emil Adler. 
European Association of Direct Mail 
Houses, c o A.W.Z. 2 Spitalstrasse, 
Basel. Switzerland. @ 


THE BALLOON 
IN THE BOX 


Outstanding is the word for this 
promotion dreamed up by Creative 
Promotions, 207 West 25th Street, 
New York 1, N. Y. 

Object of the promotion: To im- 
press clients and prospects with the 
creative thinking and originality of 
the firm. Few will feel they’ve missed 
their goal. 


The vehicle used is a 12” high hat 
box, similar to those used by New 
York’s finest shops. Inside is a helium 
filled balloon. When the top of the 
hat box is lifted, the balloon rises, 
lifting a thin cardboard arm and 
hand, holding the advertising mes- 
sage. The message tells the recipient 
what Creative Promotions is, and how 
it can serve the client with outstand- 
ing promotion ideas and production 
facilities. 

Inside the box is a postcard carry- 


ing a_ three-cent commemorative 
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stamp. Card can be sent back asking 
to see CP, or stating that the balloon 
idea leaves him deflated. 

The top of the hat box when de- 
livered bears only an address label 
from “CP Originals, New York,” and 
addressed to recipient carefully 
marked “personal.” 

The promotion has generated a lot 
of excitement, and most recipients 
have called Creative Promotions to 
compliment them on the idea. Per- 
centage of new business gained from 
the stunt has been high. 

CP’s president, Mort Elliot, origi- 
nated the idea about two years ago, 
but put it aside because it seemed 
almost impossible to carry off ef- 
fectively. For one thing, the helium 
used to inflate the balloons tends to 
seep through the pores, and will be- 
come impotent after about 10 hours. 

The hat boxes, for this reason, were 
not delivered by mail, but by mes- 
senger. CP carefully checked to see 
that each recipient would be in his 
office so that he could open the pack- 
age immediately. Nothing would have 
killed the idea faster than a “dead” 
balloon. 

Because of the problems involved, 
CP has been able to deliver only 6 to 
10 pieces daily, but the response has 
proved that it’s been worth all the 
trouble. @ 


WORKING FOR 
HIGH STANDARDS 
IN ENGLAND 


A report in a recent issue of official 
journal of the British Direct Mail 
Advertising Assn. should be reprinted 
so you folks who see “badvertising” 
can be stimulated to take personal 
action. Here is a letter written by an 
indignant member of the BDMAA 
when he received a tactless direct mail 
piece: 

Dear Sirs, 

On Monday this week we received an 
envelope from you endorsed “Private and 
Confidential” and stamped “Not a circular.” 
You clearly wanted it to receive special 
attention and it did. 

Such an attempt to masquerade a cheap, 
shoddy and obviously duplicated enclosure 
as a “private and confidential” communica- 
tion reveals the worst possible taste, and 
to us anyone resorting to such methods 
merely merits contempt. Ours you have 
earned. Other recipients may be less ex- 
pressive, but think it just the same. 

It is this kind of behaviour which brings 
circularising into disrepute. Which makes 
your offense against proper business stand- 
ards even more offensive. 

Yours faithfully, 

Key Directories Lrp., 
(signed) Alan G. Nicholls. 
Managing Director. 
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MINIATURE 
MATCH HOLDERS 
CATCH THE EYE 


People 
tures. Grown men play with electric 
trains and collect model automobiles. 
It's just a quirk of nature in the 
human animal. 

The Italians know it, and they've 
capitalized on this human foible by 
producing eyecatching match holders 
versions of 

miniature 


are fascinated by minia- 


down 
These 


which are scaled 
product packages. 
cardboard cans, bottles and jars are 
interesting conversation pieces on the 
desk or coffee table, and could be 
quite a direct item (if mailed 
according to specifications for 


mail 
P.O. 
matches). 

Match heads come 


in a variety of 


colors, including silver and_ gold 
which would be appropriate for a 
25th or 50th company anniversary. 


Full details on these matches are 
available by writing the U. dis- 
tributor, Continental Match Company, 
11-49 44th Road, Long Island City 1, 
New York. @ 


DOUBLE-BARRELED PRODUCT DEBUT 


To announce their new line, a man- 
ufacturer used a double-barreled pop- 
that his product 


double-bar- 


gun to emphasize 


line was also becoming 
reled. 

Long a major manufacturer of 
welded type fittings, Midwest Piping 
this un- 


announce 


Company, St. Louis, used 


usual promotion piece to 
their new line of seamless-type weld- 
ing fittings for pipings systems. 

An elongated mailing carton car- 
rying the toy gun was mailed to every 
distributor and his key people. Legend 
“Here's a Double 


on the carton: 


JULY, 1960 


Barrelled 
This theme was 
onto the stock of the 
cluded in the package were copies of 
brochure announcing the twin 
single-page 


Sales Weapon from Mid- 
carried ovet 


shotgun. In- 


west. 


a new 
lines, double-page and 
ads appearing in nationally circulated 
trade papers. a news release and a 
leaflet outlining the entire advertising 
and sales promotion program. 

This promotion was handled by 
Midwest s Batz-Hodgeson- 
Neuwoehner. Inc.. 122 N. Seventh 


St.. St. Louis 1, Mo. @ 


agency 








Lists Available 
RETAIL APPAREL BUYERS 


90,000 names of buyers of women’s and 
children’s ready-to-wear. Most compre- 
hensive list available anywhere. Monthly 
check, guaranteed current. Available on 
city, state, regional breakdown. 
$15 per thousand on mailing strips 
$32 per thousand on punched cards 


APPAREL MANUFACTURERS 


4,500 names of manufacturers of 
women’s and children’s apparel. Entire 
industry. Monthly check, guaranteed 
current. 
$15 per thousand on mailing strips 
$32 per thousard on punched cards 


NAWCAS 
704 Bona Allen Bidg. 
Atlanta 3, Georgia 








YOU CAN BE” BEST-KNOWN” 
IN YOUR FIELD 


One of our clients said “You have made our 
president the best-known man in our industry 
with your motto direct mail campaign’. Maybe 
you'd like to get similar recognition in your 
business, and more sales. The motto campaign 
creates friendliness, produces business, a bigger 
pay check for you (maybe), or a better job (per- 
haps). We think it’s a wonderful idea. Write 
on your business letterhead and decide for your- 
self 


LET'S HAVE 


—* 
BETTER MOTTOES ASSOCIATION Say 


2127 East Ninth St. 
Cleveland 15, Ohio 





Direct Mail and Mail Order 


COPY 


@ that makes SENSE 

@ thot makes SALES 

@ thot makes BUYERS wont 
to do business with you 


Write me about your plan: 
or problems 


All details handied by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of industry 
Awards . . . Dartnell Gold Medal. . . 
Editor of IMP, “The world’s smallest 

house orgen” 











e 
| our ese dangerous times 
get stuck with tool, 


molds pkg cost? 
Cw Idea Test your idea first! 
Full pe low as 
100,000 circulation 
Succeed? ot te 
bd Write, call wire 
John Shrager, Inc., A 


dvtg. 
405-A Lexington Ave.,N. Y.17 YU 6-9045 








L ABEI's | 


AnyRoll or Strip Pd ae 


ne MAAILER 





Rates $1.50 per line $1.00 Situction/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


CLASSIFIED ADVERTISING 





ADDRESSING PLATES 


POLLARD-ALLING — embossed and linked at 
$25.00 per M; special rates for two ‘iners and 
OCCUPANT; accuracy and delivery guaran- 
teed; weekly capacity 75-100 M. 

JACKSON EMBOSSING SERVICE 

4 S. Williams St., Whitehall, N. Y 





SPEEDAUMAT—Embossed. Guaranteed 100% 
correct $35.00 per M. Fast delivery. The Roskam 
Co., 1905 West 43rd, Kansas City 3, Kans 
TAlbot 2-1881 





ADDRESSING SCRIPTOMATIC 


Scriptomatic Addressing on job or contract 
basis—cheaper than you can do it yourself 

JEROME S. FINSTON 

Lynbrook, L.I., N.Y 

LYnbrook 9-2705 

Scriptomatic Masters prepared — low cost 
quality work — 100% correct. Typewriter 
addressing practically ‘‘do-it-for-nothing 
prices! Find out. The Roskam Co., 1905 West 
43rd, Kansas City, Kansas. TAlbot 2-1881 





ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service 
Martin Advertising Agency, 15 £. 40 St 
Dept. 33A, N. Y. LE 2-4751. Est. 1923 





THE BOOK OF PANELS 


for offset contains 369 different art panels 
including coupon, guarantee and label! bor 
ders plus nearly 500 symbolic designs for page 
ornamentation. ONLY BOOK OF ITS KIND 
thousands in use. 32 pages, 8x10' in., only 
$4.00. Many other books of promotional art 
and type fonts for paste-up. Free folder 

A. A. ARCHBOLD, PUBLISHER 
Box 332-K Burbank, Colif 





BUSINESS WANTED 


To buy mail order business, all or part, active 
or inactive interest. Box 71, The Reporter of 
Direct Mail Advertising 





CANADA'S BEST MAILING LIST 


275.000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 





COLOR SLIDES & VIEWERS 


DUPLICATE color slides and filmstrips so good 
they look masked. For advertising. All folding 
VIEWERS. Somples. Stereo-Magniscope, Inc., D 
M. 40-31 81 St., Elmhurst 73, N. Y. C. DE 5-0027 





DIRECT MAIL PRINTING—MAILING 


WE'LL BET FIVE BUCKS—if you mail 250 M or 
more pieces of letter-mail per year, we can sove 
you $500 or more, if you mail from Kansas 
City. Send somples or specifications. The Roskam 
Co., Printing & Mailing Division, K. C. 41, Mo 


EQUIPMENT FOR SALE 


2—Scriptomatic Model—101's, 1 with air feed 
1 selector unit with friction feed. Both have 
Cheshire tape att. Make offer 
Dick Krupp 2390 W. Pico Blvd 
Los Angeles 6, California 


ADDRESSOGRAPHS: Model 60, new. $11 ea 
delivered. HARRY J. ABRAMS, 124 L St., N.E., 
Washington 2, D. C. 





EQUIPMENT WANTED 


WANTED: PHILLIPSBURG INSERTING 
AND MAILING MACHINE 
Send particulars to Ray D. Cherry 
1120 W. Peachtree St., N.W., Atlanta, Ga. 


Used Auto Typists or Robo-Typers. State age 
and condition. Write 
MB Corp., Box 258, Englewood, Colo 


Phillipsburg Inserting Machine 
John Lepman 
THE MAILING HOUSE 
San Diego & Imperial County 
3375 National Avenue 
San Diego 13, California 





FOR SALE 


Complete Addressograph System; | Wheel Type 
Graphotype; 2 Addressographs, Model 2700 
1 Dupligraph, Model 5300E; 8 Cabinets, 133 
trays; 12 Cabinets, 30 trays; | Saxmayer Tyer; 
NEW—45 M E Frames; 32 M E Plates; 45 M 
Frame Cards; USED—130 M E Frames. Accept 
best offer, F.O.B. Trinity Missions, Box 30 
Silver Spring, Md 





MAILING LISTS 


Direct Mail Proven Buyers. Over 790,000 Alphe- 
Geo Nomes. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Pa. 


SPECIAL LISTS! 75,000 Retired Male Federal 
Employees—$15 per M; 100,000 Women Church 
Workers, and 100,000 Women Who Sew — 
$10.50 per M. Also names of 50,000 “‘Expec- 
tant’ Mothers monthly. Query on these. Mail- 
trader, Box 643, Ann Arbor, Michigan 


DON’T RAISE POSTAGE RATES 
Raising postage rates won't increase Govern- 
ment revenue nor postal salaries. 88% of all 
postage is business mail. Postage is a tax 
deductible business expense. A postage increase 
will reduce other tax revenue, increase prices 
and reduce employment. It’s inflationary. Write 
your Congressman to vote against postage 
increase! WE SPECIALIZE IN COMPILING AND 
CLEANING PROSPECT ANC CIRCULATION 
LISTS. WE SUPPLY NEW FIRM NAMES AND 
ADDRESSES. OUR PHONE BOOKS COVER 
40,000 TOWNS AND CITIES IN THE U. S. AND 
CANADA. AUDIT BUREAU QUALIFICATION 
AND VERIFICATION. ALL TYPES OF LISTS 
COMPILED TO ORDER. BROKER INQUIRIES 
INVITED 

JOHN H. REARDON, Presicent 

STANDARD MAIL ADVERTISING CO. 
469 E. Ohio St. SUperior 7-1856 
Chicago 11, Ill 


ENGINEERS AT THEIR HOME ADDRESS. Over 
125,000. Select by types. On speedaumat 
plates. Lowest rates. Marketing Technology 
4616 Red Bank Rd., Cincinnati 27, O. BR 1-3200 


Special—Brand new mailing list of 100,000 
Fishermen U. S. citizens with Canadian 
Fishing Licenses—Write or phone for further 
information. Dunhill International List Co 
Inc., Dunhill Building, 444 Park Ave. So., New 
York 16, N. Y. MUrray Hill 6-3700 





MEXICO’S ONLY MAILING LIST 


Write to Directorios Selectos Insurgentes St 
No. 51-104. (Antes R. Guzman) Mexico 4, D. F 
For 500,000 live names on Elliott Stencils 





FREE MAKING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retoilers- Wholesalers-Manutacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
We Charge ONLY for Addressing 
Usually Completed within 3 Days) 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO 
48-01 42nd St., Long Island City 4, N. Y 
STillweli 4-5922 








LOOKING FOR LEADS? 


REACH NEWLY ESTABLISHED N.Y.C. BUSINESS 
FIRMS! WEEKLY SERVICE. APPRX. 25,000 
NAMES AND ADDRESSES OF NEW BUSI- 
NESSES AND OWNERS YEARLY. ALSO AVAIL 
ABLE, NEW COMMERCIAL TENANT LISTS 
IDEAL PROSPECT LISTS FOR DIRECT MAIL OR 
LEADS FOR BUSINESS EQUIPMENT AND SER 
VICE SALESMEN. PHONE OR WRITE MR 
GORDON, SURVEYS FOR BUSINESS, 444 PARK 
AVENUE SOUTH, N. Y. 16, N. Y. OREGON 
9-6855 


MAILING MACHINES AND SUPPLIES 


REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 
MAILERS EQUIPMENT CO., INC. 

40 W. 15th St., N.Y. 11 CH 3-3442 


SPEEDAUMAT ADDRESSERS 
AUTOMATIC GRAPHOTYPES 
ADDRESSOGRAPHS — GRAPHOTYPES 
CABINETS — TRAYS — FRAMES — PLATES 
MULTILITHS — MULTIGRAPHS — FOLDERS 
PITNEY BOWES—TYING MACHINES— 
OPENERS—ELLIOTTS—LETTER OPENERS 
ALL EQUIPMENT REBUILT AND GUARANTEED 
AMERICAN BUSINESS MACHINES, INC. 
573 BWAY, N.Y. 12, N.Y.— WO 64334 





MAILING MACHINES 


PITNEY-BOWES — RS, RD, AV 
ADDRESSOGRAPHS — GRAPHOTYPES 
LOWEST PRICES — GUARANTEED 
WILLIAM MARION CO. 

173 LAFAYETTE ST., N. Y. — WO 6-5931 
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MANUFACTURER 


offers newly patented plastic wave and curly 
comb to mail order dealers — designed for 
the ladies — Sells for $1.00 sales tested in the 
better class department stores in Connecticut. 
Now ready for national sales by mail. We 
carry all stock and drop ship to your cus- 
tomer under your label. Write Royal Scot, 
Waterbury, Conn. 





SPEEDAUMAT ZINC PLATES 


New York’s biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $37.50 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 

NEED SKILLED GRAPHOTYPE OPERATORS? 
You can make 50% to 100% profit by using 
our Graphotype Dept. as your own. Beautiful 
embossing, fully punctuated with less than 1% 
error. Pure Zinc Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
accuracy guoranteed. 

Cost — Speedaumat — $37.50 per M. Other 

plate prices on request — send details. 
ADVERTISERS ADDRESSING SYSTEM 
703 N. 16th St., St. Louis 3, Mo. 








MALE OR FEMALE 


If you are looking for a position or personnel 
replacement contact the following: 

New York City Area ... Mr. J. Dudley Brod- 
erick, Hundred Million Club, Job Placement 
Committee, c/o Doubleday & Company, 501 
Franklin Ave., Garden City, L. l., New York. 
National . . . Mrs. Ruth L. Laguna, Direct Mail 
Advertising Association, 3 East 57th St., New 
York 22, New York. 


CANADA RATE CHANGE 


Congratulations to Ross Pur- 
ves and assistants for produc- 
ing a special direct mail issue of 
Provincial Paper, 


Limited, 388 University Ave., Toronto 2 


Provincial’s Paper ( 


Ontario, Canada) Interesting addi- 
tion to this issue was a last - minute 
card insert describing the changes which 
became effective June 1, 1960 on 
Canadian “Householder Mail.” The 
printing and lettershop industries of Can- 
ade cooperated with the Post Office in 
working out new rules regulating this 
type of mail which goes unaddressed to 
postal patrons on any and all carrier 
routes. In the future, size must not ex- 
ceed 442” x 12”. Service will be restricted 
entirely to printed matter. No samples 
of merchandise. Present four-day deliv- 
ery period will be extended to seven days 
and the rates will be 1'4¢ for first two 
ounces, 142¢ for next two ounces and 
1¢ for each additional two ounces. This 
householder mail has been a very profit- 
able part of the Canadian postal service. 
But as you all probably remember, this 
same type of mail service was killed here 
in the United States because of the op- 
position of the newspapers. @ 
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NAMES IN THE NEWS 


Who’s doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 
up of ... “Names In The News” 











Christopher J. Albach new advertising 
administrative manager for Schering 
Corp., Bloomfield, New Jersey. 
James Gray, Inc., N.Y.C. direct mail 
organization, announces the election of 
W. MacPF. Beresford as president. Samuel 
Wasserman now executive vice president 
and a member of the Board of Directors. 
William C. Bishop appointed sales 
promotion manager-international at A. B. 
Dick Co. (Chicago). Formerly advertis- 
ing and sales promotion manager at 
Brunswick International C.A. .. . Frank 
Burgmeier appointed public relations 
director of Porter-Cable Machine Co., 
Syracuse, N. Y. G. S. Corigliano, 
senior vice president, N. J. Chapter, 
Association of Industrial Advertisers, 
named “Advertising Man of The Year” 
by that organization. . J. D. Dailey 
named senior vice president of the Allied 
Paper Corp., Chicago. Donald W. 
Dresden appointed director of public 
relations of Scott Paper Co. He comes 
to Scott from the Office of Information 
of the World Bank, Washington, D. C. 
Carl J. Fergo named assistant adver- 
tising manager of National Distillers, 
New York City. Bernie Fixler of 
Creative Mailing Service, Freeport, N. Y 
elected president of MASA of New 
York. . . . G. W. Fleming with eastern 
advertising staff of Sports Cars Illustrated 
(a Ziff-Davis publication). . . . J. D. 
French, junior advertising major in the 
School of Journalismg University of 
Texas, first recipient of a 1,000 adver- 
tising scholarship compet.tion, spjon- 
sored by the Southwest Council of ‘the 
American Assn. of Advertising Agencies 
. Thomas A. Hanna new advertising 
manager of The Kordite Co., Macedon, 
N. Y .. Tom W. Harris with Beau- 
mont, Heller & Sperling, Inc., Reading, 
Pa. advertising agency as a staff member 
of its publicity and public relations 
division. . . . Genevieve “Hap” Hazzard, 
account executive, Campbell-Ewald of 
Detroit, was named Advertising Woman 
of the Year by A.F.A Robert L. 
Hicks, manager of Business Extension 
Bureau, Los Angeles, elected Ist Vice 
President of the Advertising Club of 
Los Angeles. . . . Charles A. Hill named 
general manager of Modern Office Pro- 
cedures Magazine, one of nine magazines 


of The Industrial Publishing Corp., 
Cleveland. Harry King appointed 
advertising and sales promotion consult- 
ant to Almar Mfg. Co., Inc. and Dolphin 
Rainwear Corp. of Washington, Ga. and 
New York. J. R. Lee appointed 
regional sales manager for Thomas Col- 
lators, Inc., N.Y.C. Will service office 
and graphic arts equipment dealers in 
east central and southwest areas. 

Leonard F. Maar, Jr. with Pitney-Bowes, 
Inc., Stamford, Conn. as public relations 
representative and editor of the P-B 
employee magazine, “Pitney-Bowes Bul- 
letin.” . . . Otto F. Meyer, direct mail 
manager of Dow Jones & Co., N.Y.C. 
(Wall Street Journal) re-elected for 
second term as president of The Hundred 
Million Club. . . . Norton Paley named 
president of Palette Service, a division 
of Palette Color Service, N.Y.C. 

John J. Patafio, Jr. joins Ambassador 
Mail Advertising Co., Bellmore, L. L, 
N. Y. .. . Graham Patterson and Theo- 
dore S. Repplier received the 1960 AFA 
Awards for Public Service, at 56th annual 
convention, Hotel Astor, N.Y.C. 

Joseph Perrotti with Huxley Envelope & 
Paper Corp., NYC as vice president and 
a Director. Richard M. Ray will 
head re-activated Creative Division of 
The Manz Corp., Chicago. . . . Frank H. 
Russell appointed advertising manager of 
Sylvania Electronics Systems, a division 
of Sylvania Electric Products, Inc., 
N.Y.C. . . . Jay M. Sharp, GM of Ad- 
vertising for Alcoa, elected Chairman 
of the Board of AIA. Thomas Yellowlees, 
advertising and sales promotion manager 
in Canadian General Electric’s motor and 
control department was named Vice- 
Chaicman. . . . Glenn Stewart, long-time 
editor of the KVP Philosopher, now the 
KVP Sutherland Philosopher, appointed 
director of advertising, KVP Sutherland 
Paper Co., Kalamazoo, Michigan. 

Herbert S. Swan, Jr. with International 
Minerals & Chemical Corp., Skokie, Ill. 
as supervisor, chemical and _ industrial 
advertising and sales promotion. 

Harry G. Wiebler, formerly with duPont, 
has joined the creative staff of The Buck- 
ley Organization, Philadelphia. . . . First 
place in AIA’s Best Seller Award for 
achievement in industrial advertising 
to Kennametal Company of Pittsburgh. 
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Lemarge Mailing Service beaten 
Matimasters, im “£60, Nordhott” Pl Pe, Englewood, } 
Mailings Ansemporated West 13th St.. New York 11, N y WA 9%-5188) 
ABEL AFFIXING With: MA at MACHINES 
Mailings —.._} > West 13th Street, New York 11, N. Y¥. (WA 5188) 
LABEL PASTERS 


Potdevin Machine Co.... ...281 North St., Teterboro, N. J. (AT 1941 


.417 8. Jefferson St., Chfeage 7, Til. 
N LA) 77-4811 


LABELS 
Allen Hollander Cx Ine 85 Gerard Ave., New York 51, N. Y. (MO 5-1818 
Dennison Mfg. Co. ‘ Framingham, Mass TR 3-3511 
Ever Ready Label Corp 7 Cortlandt St., Belleville 9, N. J. (PL 9-5500) 


LETTERS 


Responda Letter 11 South Sangamon St., Chicago 7, Illinois (MO 6 987 
Responda Letter. . seen cool York Office (EN 


LETTER GADGETS 
Hewig Co 45 W. 45th St.. N. Y. 36, N. ¥ 
Orchids of Hawaii, 1: 05 Seventh Ave., New York 1, N. Y. 
Robert Straub & Co 542 South Dearborn St., Chicago 5, Iil 


LETTERHEADS 
son & Cr 109 Market Place, Baltimore 2, Maryland 
Printers - Lithographers 
1010 Jefferson Ave., Memphis, Tenr 


MAIL ADVERTISING SERVICES (Lettershops) 
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Valeo Reproduction ‘ i ¢ ‘ I 
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CLEVELAND 

Robert Silverm ! ecesceceseee-1270 Ontario Street 
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National Mailing Corn 61 Grand River Ave s T 


R. L. Polk & (« ° 431 Howard St l wo 
HOUSTON, TEXAS 
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t A ve Wesatfleld, N. J AD 


LOS ANGELES 
Krupp's Adv. Maili s 2390 W. Pico Blvd. (¢ pt 
The Mailing House 1 { sor € Los Angeles 29, Calif NO! 


MIAMI, FLORIDA 
Ace Letter Service 800 N.E. Ist Aver 


MINNEAPOLIS 
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Circulation Associates 
Latham Process Corpora 
Mailing Incorporated 
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Names Unlimited, Ir 
n Places, Ine 
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M. Proft Associate 
Richard Buehrer Associates 


The Roskam Co , 41. ¥ 
C. H. “Hank” Ruby & Co., Ir 339 a..N ¥.1 
Sanford vans & Co., Ltd, 156 Lombard Ave.. Winnipeg 2, Man., Can 

liam Stroh, Jr 568-570 54th St.. West New York, N. J 
Ja E. True Associates 119 Park Avenue South, N. Y N 


MAILING LISTS — BY SUBJECT 


FOR LIST SOURCE, COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OR COMPILERS & OWNERS 


Business, Professional Lists 24 Burnett Inc.) 
Direct Mail Users in eporter of DM 
Financial Lists ZA sing Service 
Fund Raising Lists Wm. M wt Associates) 
Mall Order Lists The Roskam Company) 
Opportunity Seekers and Start in Busine 200,000 (William Strot ) 


MAILING LISTS — COMPILERS & OWNERS 
Active Mail Order List C« il Lafayette St.. N 
Abbott National List Co 125 Cedar St 
Allison Mailing List Cory Park Ave. Soutt 
Associated Advertising Service 613 Willow St., Port Huron, Mich 
Bookbuyers Lists, In 63 Broadway, N. Y. 13, N. Y 
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Boynton & Staff, In 420 Market St., San Francisco - California 
Buckley-Dement......... 555 Jackson Blvd., Chicago 6, Ill (HA 17-3862 
Ed Burnett, Inc 156 Fifth Ave., N. ¥Y 10, N. ¥. (AL 3 9650 
Creative Mailing Service 160 n Main St., Freeport, N. ¥. (FR 8 4830 
Directory of Associations, Gale Research © 
3414 Book Bldg., Detroit 26, Mich. (WO 
Walter Drey, Inc . ‘ * en Ave., Chi . 
Walter Drey, Inc N. ¥. 10 
EZ Addressing Serv....... 3 s om a S 
Fritz S. Hofheimer t E. 23 St.. N. ¥. 10, 
Industrial List Bureau oe 420 Main St., Webster 
Keystone Mailing Service, Inc 258 Broadway, N. rf N 
Mailing Last Compilation Bureau, 2570 East 18th St, Bklyn. N 
Manpower, Inc.. . Home Office-—820 N. Plankinton, Milwaukee 3, Wisconsin 
140 Offices in Major Cities See Yellow Pages for Lacal Phone Numbers 
Market Compilation Bureau, 
10561 Chandler Bivd., N. Hollywood Calitorate ST 384 
National Birth Record Co 16 West 19th St., N. Y. 11 Y. (OR 5-5760 
Occupant Mailing Lists of America 239 North ith St.. Columbus, Ohio 
Official Catholic Directory. . 12 Barclay A N. ¥ BA T-2900 
K. L. Polk Howard St., Detroit 31, Michigan (wo 
Professional Accountants Lists 126 Liberty Street, N. Y. 16, N. Y. (BA 
Lisle M. Ramsey & Associates, Inc 404 South Fourth St.. St. Louis 
Rashmir ...5410 Canuenga Blvd., N. Hollywood, Calif. (PO 6 
ond- Loew Associates, Ine... x2 Broadway, N. Y N. ¥ Wi 
er of Direct Maii Adv 224 7th St., Garden C N 
earch Projects, Inc 104 Park Aven se South, N. Y 
Sistemas Postales, Editicio Imperial Oficina 
94-95 Plaza Candelaria, Caracas, Venezuela 
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Arthur W. Bandman ‘> Madison Ave.. N 
Direct Mail Markets Co., Ir 8 BE 54th St N 22 
Herbert L. Kellner & Associate 131 S. Wabash Ave., Chicag 


MANUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 
Pollard-Alling Mfg. Co... ° 290 W. 19th St., N. Y. 11, N. ¥ 


MULTIGRAPH SUPPLIES 


Ink Ribbor 19 S. Wells St Chicago 6, Ill 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 


tributors of America, Inc 
4444 Cass Ave Detroit 1, Michigan Th 
¢ Distributors of America, In 
400 Madison Ave - Ve Merwe eS MU &-6500) 
84 Peachtree St t Atlanta Georgia (MU &-6469 
“Mail ling Lists of America 30 North 4th St., Columbus, Ohto 


OFFICE EQUIPMENT 


PAPER MANUFACTURERS 


Paper 1250 N. Meade Appletor % 

aper Company Newark, Delawar 

F ine Paper and Pulp Div Standard Packaging Corp... Bangor Mo 
Hammermill Paper Company Erie Penns Yivania (G1 6 
Howard Paper Mills, Inc 15 Columbia St Dayton 7 
International Paper Co “ : 8 Y bf ~~ © ek 
Kimberly-Clark Corporatior “en. i ra 
Nekoosa-Edwards Paper Co - yi Tel 
New York & Pennsylvania C« N y 
Rex Paper Co 
Rising Paper C« Housatoni 
S DPD. Warren Company Broad St Bostor husetts 
Sorg Paper Company . Middletown, Ohio 


RL 


TEMPORARY OFFICE HELP 
ice 120 EB. 56th St N. ¥ 


PHOTO ENGRAVERS 
44 W. 28th St.. N 


POST CARDS 


1) New! 


Colourpicture Publisher t 
CURTEICHCOLOR D by Curt Teich & Co., 1 

17 W. Irving Park Road, Chicago 
Dexter Press, Ir Route 30 West Nyack, New York NY 


PRINTERS — LETTERPRESS & LITHOGRAPHY 
y Press Corporatior iMG W. Bist St.. N. ¥. 1, N. ¥. (CH 4 ) 
set Reproductions, Inc 34 Hubert 8t.. N. Y. 13, N. ¥ WA 5-1196) 
! 
SALES AND MERCHANDISING CONSULTANT 
903 E. Powell Ave., Evansville 1 Ind. (HA 


STENCIL CUTTING AND LIST MAINTENANCE 
iates 1745 Broadway, N. Y N 


SUBSCRIPTION FULFILLMENT SERVICE 


Assoriates 1745 Broadway. N.Y WW” 6-35 
ment Corporation 148 W. 23rd St., N. Y. 11 or 1800 


SYNDICATED HOUSE MAGAZINES 


The William Feather Co.. soee Clinton Rd., Cloveter 9. O. (AT 1 4122) 
The Henry F. Henrichs Publicati ai Liteh ill 
RADE ASSOCIATIONS 


Association of First Class Mailers 211 Wyatt Building, Washington 5 
Associated Third Class Mail Users, 1406 G St., N.W Wash 5. D. ¢ ME 
Direct Mail Advertising Asst E. Sith St _ a. 4 229 iMU 
MASA International 18120 James Couzens, Metroit 35, Mich. (UN 4-3545) 
National Council of Mailing List Brokers 

55 West 42nd Street. New York 36, N. Y. (PE 6-0615) 
Parcel Post Association. oa 1013 Woodward Building, Washington 5, D 











Open end envelopes 
for every type 


of-Catalog Mailing 


Just as every woman knows somewhere, waiting, 
is her perfect mate—so it is, sure as shootin, that 
every catalog mailing has its perfect envelope. 
THE ONE, that by nature, closure, construction, 
will reach its prospect in perfect order, intriguing, 
winning immediate attention. 


To assure your mailings this kind of togetherness, 
bring your problems to Cupples-Hesse. Here 
creative design performs envelope magic, comes 
up with practical solutions that please direct 
mailers with the envelope, pleases them more 
with results it helps to bring. 


Call your local representative today for information. 
Consult yellow pages under “Envelopes” or “Tags.” 


Cupples-Hesse Company 


Division of St. Regis Paper Company 
ST. LOUIS 15, 4110 N. KincsHicHway /oerRorT 16, 3635 MICHIGAN ave. [oes MOINES 13, 1657 E. MADISON AVE. 
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se re? The gist of conversation about this and that 
—— with visitors to the Editor of The Reporter 





TROUBLE IS THE WORD for nearly everything these 
days. Every conversation gets involved in some sort of 
it . . . whether on subject of Asia, Germany, Russia, 
Washington, our town or on politics, diplomacy, 
business or just plain living. It is sorta difficult to get 
down to the mundane subject of direct mail when all 
around us are international and domestic charges, coun- 
tercharges, lies, misrepresentations and perpetual alarms. 
Maybe it’s just a bad dream of an “election year” sort 
and we'll wake up to find a better world in which everyone 
trusts everyone else. Personally, I'm looking forward to 
a daily mail, a newspaper, or to visitors bringing nothing 
but good news and glad tidings. Or would the shock be 


too great? 


THE WORST DEPRESSIVE of the month came on 
June 15 while watching Garroway’s Today show on NBC. 
Postmaster General Arthur Summerfield was interviewed 
by Martin Agronsky and Garroway. It was a disgraceful 
performance. Summerfield was his usual condescending 
self, mouthing phony facts and_ statistics seeking 
sympathy because the bad old Congress would not allow 
him to run the Post Office Department without loss due 
to pressure applied by the most pewerful lobby in 
Washington. (That meant Associated Third Class Mail 
Users’ Harry Maginnis and his one}girl secretariat.) 
Dave. Martin and Arthur, in a palsy-walsy sort of way. 
joked about that nasty “junk mail” and how it irritated 
people and how it was largely responsible for the enor- 
mous “deficit.” When Agronsky injected one face-saving 
question about “public service” functions, the smirking 
PMG skillfully skated around an intelligent answer by 
calling the term a gimmick used by the “powerful lobby” 
to maintain their subsidy at taxpayer's expense. 

The performance was obviously staged as a last-minute 
effort to get Garroway’s multimillion audience to bring 
pressure on Congressmen to increase postage cates. I was 
ashamed for all of us that a cabinet officer would publicly 
and brazenly tell unvarnished falsehoods. | was ashamed 
for Dave Garroway, a nice fellow. who moments before 
introducing Summerfield recited a commercial about how 
easy it was to buy from his sponsor by direct mail. Most 
of the other NBC sponsors are large users of the joked- 
about “junk mail.” 

For other observations on Summerfield’s attitude on 
direct mail, you will have to turn to page 21. Please read 
the analysis of “conformity regulations” carefully. Then 
do something. Write to the Post Office and to Congress- 
men. Get one thing straight: Summerfield, in spite of 
appearances, does not own the United States Post Office 
Department. It is owned by you, all of us. It’s a down- 
right shame that during past seven-and-a-half years Mr. 
Summerfield has kept the direct-mail-using fraternity in a 
constant state of alarm. Let’s hope the next PMG, 
irrespective of party affiliation, will be sympathetic toward 
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the customers. They shouldn’t be treated with contempt 
and public sneering. Let’s have a direct mail advisory 
committee to sit down in friendly fashion with postal 
officials . . . and work out the problems. But it will have 
to be done with facts, not phoniness.* 


ONE ENCOURAGING SIGN is that more and more 
important people in politics, business and editorializing 
are speaking out against phoniness. I enjoyed the talk 
made by Lee H. Bristol, chairman of the board of The 
Advei ising Council, before the Sales Executives Club of 
New York. The subject: “The Commission on the Fast 
Buck . . . do you want it in rubles?” It was a sobering 
talk about our declining morals and how the Russians 
may eventually outdo us on all fronts because of our own 
failures. One portion of his talk deserves repetition. 

“Aren't we dragging our feet in our ‘pursuit of ex- 
cellence’ while we stumble ahead faster in our pursuit 
of the ‘fast buck’? Could it be that this chase has nearly 
run its course? Do you suppose that some people are 
tired of reading about some other people who cheated on 
their income taxes? ... sick at heart about the cheating at 
college exams? revolted by payola and graft? 
disturbed because so few people keep their promises ? : 
worried because criminals get off with such light sen- 
tences 7 frustrated because hardly anyone will take 
a stand on a moral issue? . . . fed up with phoniness? .. . 
concerned because of the popular game of cheating the 
boss out of a full day’s work, or the railroad out of a 
fare, or the housewife out of four ounces of lamb chops? 
* * * Our pride of service, pride of craftsmanship, pride 
of excellence must be recaptured. Do you think many 
people are depressed by the creeping development of a 
national Dishonor System? * * * The fact is, everybody 
who lays any claim to character is just pretty sick at 
heart about it all... or should be!” 

Whether The Advertising Council by its proposed pro- 
gram can change the moral tide, is a debatable question. 
The Messiahs of Madison Avenue will have to uncover 
some powerful persuasion. But we'll all wish them well. 


IVAN PAVLOV, the great Russian physiologist, proved 

“that one of the surest ways of breaking down the 
nervous stability of the dog . is to give a trained but 
anxious animal a random series of positive and negative 


*On June 23, Congressman Charles O. Porter (Oregon) appeared 
on the Today show, and was interviewed by NBC staffer Agronsky. 
Porter intelligently refuted most of the blatantly false arguments 
that had been offered by Summerfield on the PMG’s prior ap- 
pearance on Today. Porter accused the PMG of being unable or 
unwilling to keep his books straight, and stated that in four years 
of dealing with Summerfield, he had been unable to receive any 
satisfactory explanation or accounting of PO financial figures. 
Asked what he thought of “junk mail”, Porter smiled, stated that 
one man’s meat is another man’s poison. “Junk mail,” he com- 
mented, accounted for a large measure of the advertising efforts 
of some of NBC’s largest advertisers. 
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conditioned stimuli .. . producing uncontrollable neurotic 
excitement which may later lead to hysterical and sub- 
missive behavior.” According to Dr. William Sargant, a 
London psychiatrist (as reported in Newsweek magazine) 
the Russians are applying the Pavlov experiment 
with dogs to humans in the hope of driving us all crazy 
and powerless to resist. The theory sounds interesting. 
That is, one period the Kremlin wants a summit to discuss 
peace; then it wrecks the summit; then back again to 
peace. Constantly switching positive, negative signals . . . 
kind at times, cruel at others .. . just as Pavlov did with 
his experimental dogs. The English doctor believes our 
only salvation is to “deliberately ignore the signals and 
stop trying to make any sense of them.” We have too 
much “news.” And the news media play up each positive, 
then negative, signal. This unbalancing of our emotions 
has even spread to our own internal problems, and to 
our day-by-day situations. Perhaps for our peace of mind, 
we should learn to say “to hell with it” and get on with 
the job we are supposed to do. Otherwise, like the dogs, 
we will all go crazy. 
WE LIKE TO KEEP IN TOUCH with what’s going on 
by reading the “Along Madison Avenue” column by 
Joseph Kaselow in the daily New York Herald Tribune. 
His coverage is tremendous . . . better than most of the 
advertising trade journals. Joe has joined the crusade to 
kid the pants off the stuffed shirts who confuse the advet 
tising scene with big words and pompous phrases. Latest 
cracks concerned such ad talk as “optimum productive 
marketing mix” . “dynamic track sequence” . . . “we 
must make a gracious withdrawal from perfection” 
“new-business-oriented exposure” “saleswise we re 
plateauing off.” According to JK the latter means “busi- 
ness is lousy.” 


HERE IS A SUGGESTION passed along by a friend 
who thinks (anonymously) maybe the mail order peopl 
are kidding themselves . . . by constantly fighting in 
creased costs. He thinks we ought to do more experiment 
ing with better mailings, higher units of sale, bette: 
merchandise, etc. In support of his theory, he showed me 
a mailing from Fingerhut Manufacturing Co., 3104 W 
Lake St.. Minneapolis 16, Minn. It was made during June. 
usually a bad mail order month. Personal type envelop« 
boldly marked “first-class mail” carried 4¢ postage 
Inside, a well-written letter offered transparent automobile 
seat covers: a PS in second color. Enclosed with letter: 
(1) a four-color circular, (2) a two-color premium offer, 
(3) an 8!. x Il inch, two-color guarantee sheet, (4) a 
generous sample of material, and (5) a two-color airmail 
business reply card. Unit sale ran from a low of $11.95 
to a high of $19.95. We may be sticking our necks out 
by mentioning this case for we haven't checked to learn 
results. But at least it shows that someone is experimenting 
with high-class mail order rather than with cutting 


corners. 


ANOTHER CASE of high-quality procedure arrived 
during our inspection of the Minneapolis mailing. Walter 
Jacobs and his brother Al operate The Diplomat Hotel 
and Country Club at Hollywood-by-the-Sea in Florida 
and the Lake Tarleton Club in Pike, New Hampshire. 
Walter sent specimens of mailings with brief description 
of methods. He says, “We still believe mail is the best 
advertising medium, and first-class mail is the only way 
to get a letter read.” Some would not agree with him, 
but he certainly doesn’t skimp on quality. Beautiful 
letterheads are engraved in three colors (blue, red and 
gold) and one blind embossing run. Folders are in 


«lamorous full colors. In both locations, mailings are 
made twice a year to entire sizable master list. Renewals 
of reservations run as high as 70%. After each general 
mailing, there are weekly followups to diminishing parts 
of the list by areas and types of guests. Hats off to a top 
quality promotion! 


MISCELLANEOUS CONVERSATION BITS: Con- 
gratulations to Philip Cooke, editor of Restaurant Equip- 
ment Dealer (published by Ahrens Publishing Co., 230 
Park Ave.. New York 17, N. Y.) for his June 1960 
special issue, “The Dealer Handbook of Direct Mail 
\dvertising.” The best job we've ever seen of explaining 
the medium to a specific industry. Should be reproduced 
in pamphlet form . . . for the material collected is adapt- 
able to dealers and their salesmen in any equipment lines. 
The Better Business Bureau finally had to take action 
against a Better Business Bureau. But it was a wildcat 
organization using the same name. A federal district 
court recently affirmed the right of all Associated Better 
Business Bureaus to exclusive use of the name and pro- 
hibited the interloper from continuing the use of it. 
Incidentally, there are now 115 members of the Associ- 
ation of Better Business Bureaus. Doing a wonderful job. 
Deserve support and thanks of all direct mail users for 
helping to keep the mails clean. 
* In spite of some pessimistic comments in this install- 
ment of Scuttlebutt, we have ways of getting into a bette: 
humor . . . by reading some of our favorite house 
magazines. Atlanta’s “Mac” McCleary, editor of Parts 
Pup, stirs up a chuckle when he opines, “It’s too bad | 
ran out of years before I misspent all my youth.” And 
Joe Kesslinger of Newark, N. J. in his Back Talk suggests 
a Theory of Planned Activity to Counteract the Debili- 
tating Effects of Easy Living. His slogan is: “Get off 
vour duff and do something . . . anything.” He’s another 
advocate of putting some iron back into sagging spines. 
David Porterfield, Jr. in his postal card Bullseye for 
\rrow Service in Washington, D.C. says: “It’s usually the 
little things that bother you most. For example, you can 
sit on a mountain but not an a tack.” 


AT THE DIAPER SERVICE Institute convention in 
New Orleans, Herb Diamond of Roxbury, Mass. showed 
me a letter he had received. It was carefully written in a 
trembling hand. I thought it was a joke but Herb assured 
me it was real. It read: 

Cupid Diaper Service, 87 Terrace St., Roxbury 20, Mass. 
Dear Sir: In answer to your letter of a few days ago, would say 
| am not interested in your “service” at the present time. | am 
90 years old and a widow. Boy friends are hard to find at my 
ize, but if | am lucky to find one off-guard and the occasion 


should arise that | should need your service, you will hear from 
me. Thank you, Mrs. E. Blank (actual name withheld). 

Herb made a special point of calling on the lady and 
explaining what happened. Names of mothers-to-be are 
secured from neighbors, drug stores, nurses, etc. One of 
the neighbors thought it would be a good joke to turn in 
the name of the 90-year-old “prospect.” She proved she 
had a delightful sense of humor. Which is something all 
of us need more of. 


CZ 


3 Bluff View Drive 
Telephone: JUniper 4-3848 


Clearwater, Florida 


Good luck always, 


THE REPORTER OF DIRECT MAIL ADVERTISING 





PHILLIPSBURG INSERTER 


33 PIECES OF MAIL PREPARED IN 20 SECONDS - 
the time it takes to walk around 
an automated mailing department 


It takes just 10 steps to walk around a Phillips- 
burg Inserter. More important, the Phillipsburg 
Inserter’s 10 mechanized steps have made it pos- 
sible for you to prepare more mail, faster, with 
greater accuracy and unmatched economy. In the 
20 seconds it takes to walk around a Phillipsburg, 
this automated communications center prepares 
up to 33 pieces of mail, as many as 6,000 an hour, 
all ready for the post office. Even relatively small 
mailers using their Phillipsburg less than one day 
a month save 80% and more on their mailing 
preparation costs; save the purchase price of the 
Phillipsburg in one to three years. The dependa- 
ble Bell & Howell Phillipsburg Inserter is backed 
by over 30 years of designing, engineering, manu- 
facturing and servicing experience. Fill in and 
mail the coupon for complete information. 


In one continuous sequence and with no 
human intervention, the Phillipsburg... 


GATHERS UP TO 8 ENCLOSURES 
NESTS 

OPENS ENVELOPE FLAPS 
INSERTS MATERIAL 

MOISTENS FLAPS 

CLOSES FLAPS 

SEALS ENVELOPES 

PRINTS POSTAL INDICIA 
COUNTS 

STACKS 
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Opens zip-quick! 


New Springhill, Bond, like all International Paper business papers, 
comes to you in a handy junior carton with pull-tape opener. 
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